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NAB Sidesteps 
ANA Beef on 
Triple Spotting 


Code Provides for Any 
Violation Adequately, 
TV Code Board Declares 


New York, June 13—The Assn. 
of National Advertisers’ request 
for tv code revisions to halt triple 
spotting has been side-stepped by 
the National Assn. of Broadcasters 
Television Code Review Board 
(AA, May 26). 

After considering the advertis- 
ers’ plea, which came after an 
ANA survey showed multiple- 
spotting between programs to be 
“widespread,” the tv code board 
decided that the “‘present language 
of the code provides adequately 
and clearly against this violation.” 

Roger W. Clipp, head of the 
Triangle Stations, Philadelphia, 
and board chairman, said the code 
staff is “constantly alert through 
its monitoring activities to seek 
out and correct any instance of 
chipping away at the opening or 
closing of programs.” 

The sufficiently adequate and 

(Continued on Page 88) 


Senate Unit Sets 
Probe of Trendex, 
ARB, Pulse, Nielsen 


WASHINGTON, June 12—Repre- 
sentatives of the four top tv pro- 
gram rating services will be called 
before a Senate committee later 
this month to explain how they 
operate. 

The hearing was organized by 
the Senate committee on interstate 
and foreign commerce in the face 
of complaints that rating services 


are not as authoritative as the) | 
industry and the public assumes| | 


they are. 

A rumbling of uneasiness about 
rating services has been heard 
from within the committee since 
the extensive investigation of tv 
networks in early 1956. 

More than a year ago, the com- 
mittee distributed a detailed ques- 
tionnaire to each of the rating 
services, asking for an explana- 
tion of what they rate and how 
they go about it. 

Some of the complaints which 
have been funneled into the com- 
mittee from dissatisfied outsiders 
say ratings have lost significance 
because members of the industry 
are able to manipulate them 
through high pressure promotions 
during rating periods. 

There also have been questions 

(Continued on Page 88) 


Mail Users Regearing 
to Meet Postal Hikes 


Magazines Expect to 
Up Rates; Direct Mail 
Houses Fear Volume Drop 


New York, June 12—There is no 
joy these days in publishing of- 
fices and direct mail houses, as 
they look forward glumly to the 
postal rate increases going into 
effect Aug. 1. 

Higher advertising rates, de- 
creased use of the mails and new 
ways to stretch the direct mail 
dollar were all cited as likely re- 
sults in a survey conducted by 
ADVERTISING AGE. 

First class letter rates move 
from 3¢ to 4¢ and airmail from 6¢ 
to 7¢ on Aug. 1. Second class and 
bulk third class charges begin to 
move up Jan. 1 in a series of ad- 
justments to stretch over three 
years. 


= Magazines will be affected 
more than newspapers, and one 
direct mail industry leader told 
AA that it was the newspapers 
which applied “this pressure for 
postal increases.” 

Magazine publishers were stud- 
ying the new schedules carefully. 
While there was no rush to print 
up new rate cards, the general 
feeling was that rate increases 
are inevitable before Jan. 1. 

One publisher, who asked not 
to be identified, said, “Everyone 
is still in a state of shock” but 
rates will have to be raised to 
“maintain decent profit margins.” 

Another said rate increase de- 
cisions will probably be delayed 
until publishers can see how the 
general economic picture looks. 


“This is not a good climate for 
raising rates,” he pointed out. 


Magazines 
Several publishers reported 
that they had taken higher postal 
rates into consideration when 


they raised their rates earlier this 
year and last year. 

Reader’s Digest, with one of the 
biggest postage bills in the pub- 
lishing industry, will have an 


(Continued on Page 55) 


U.S. Disallows 
Tax Deduction on 
Timken ‘PR’ Ads 


Canton, O., June 12—All public 
relations advertising by Timken 
Roller Bearing Co. has been dis- 
allowed for tax deduction purposes 
(AA, Feb. 3 et seq.) by the Cleve- 
land offices of the Internal Reve- 
nue Service. The ruling covers all 
money spent by Timken for “pub- 
lic relations” ads in newspapers 
and magazines for 1951 through 
1954. 

Timken has protested the ruling; 
thus far neither side has instituted 
any legal action. The company 
did not disclose the advertising 
expenditure involved. 

During 1951-1954, Timken used 
national magazines, plus news- 
papers in communities where it 
has plants, for ads on such topics 
as the Bill of Rights, capitalism vs. 
socialism, good neighbor relations, 
fringe benefits and federal vs. local 
taxes for local improvements. 

(For other tax deduction news, 
see Page 3.) # 
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™ No ‘Arbitrary Slices’ from Ad Budgets. . . 


‘Slug’ Way 


Get into Politics; 

Bee OG. ae a Sell for Yourselves, 

2 a | Sen. Kerr Urges Admen 
en Kae Chick-n-Que | For other news and pictures of 


¥ » the AFA convention see Pages 3, 
) 


31 and 62. 
Dattas, June 11—The Advertis- 
' ing Federation of America con- 
centrated its attention on legis- 
lative problems and_ increased 
productivity of advertising through 
Tribune June 22. Tied in are Mazo- 


la, National Cranberry, Tabasco, | Used Beer Bottles 


CHICK-N-QUE—Again in ’58, National 
Broiler Council is using this motif 
in a drive breaking in the Chicago 


Coca-Cola and Reynolds Wrap. Started Pepsi on 
C ourt W eighs Its Home Selling 
|si-Cola develop a 12-ounce bottle? 
Let Don Mitchell, president of 
Sylvania Electric Products, and 
onetime sales manager of Pepsi- 
Lather Dis ute Cola, tell you, as he told the Ad- 
p in an aside during his talk here 
BaLtrmore, June 11—Carter Yesterday: ; 
Products and Colgate-Palmolive| “OUr idea was to give a little 
Co. wound up a lengthy hard- |More than Coca-Cola was doing— 
fought battle in U.S. district court $#Y, 4" 8 oz. bottle. But it was 
this afternoon in which Carter at- | “eae 
‘tempted to prove that Colgate’s |" Present a substantial invest- 
present manufacture of an instant | (Continued on Page 88) 
|shaving lather violates a Carter | ‘ 
|patent and a 1955 injunction. At Nargus Convention... 


to Upturn, 


Mitchell Urges AFA 


creative effort as it wound up its 
54th annual convention here. 


s Don G. Mitchell, chairman of 
the board and president of Syl- 
vania Electric Products, gave the 
|AFA (1) heartening evidence of 
management’s faith in advertis- 
‘ing and (2) a critical appraisal of 

e importance of selling in a re- 
cession. 

Sylvania is holding the line on 
advertising—and more: “Every 
dollar we can spare at Sylvania, 
and every ounce of effort we can 
muster, is being directed toward 
holding our sales volume, and I 
‘would no more advocate taking 
‘arbitrary slices out of our ad- 
\vertising budgets than I would 
tell a salesman that he has to in- 
jcrease his sales 20% and then 
\take his travel budget away from 
|him,” he said. 
| “The company that crawls into 
|a corner these days may never 
icome out of it. The company 
|that keeps slugging it out will be 
the first to come back, and you 
will take industry positions away 
from the guy who panicked when 
the going got a little rough.” 

He warned, however, that while 
budgets are being maintained, 
“we are looking at them under 
| (Continued on Page 82) 


DALLAs, June 12—How did Pep- 
Colgate-Carter 
vertising Federation of America 
|during the depression, and bottles 
their arguments, Carter 


order by Judge William C. Cole- 
man to include detailed prohibi- 
tions, and an award of double or 
treble damages. 

Judge Roszel C. Thomsen, who 
presided at the trial, took the case 
under consideration and may ren- 
der a decision by the end of this 
month. 


Optimism, Good Cheer 
Buoy Grocers Untouched 
by Current Recession 


= Most of the controversy centered 

around Colgate’s claim that its 

present instant shaving soap mix- 
(Continued on Page 88) 


New York, June 12—A mood of 
optimism and good cheer pervaded 
the National Assn. of Retail Gro- 
cers of the U. S. today, as it con- 


Last Minute News Flashes 


ATLANTA, June 13—Marschalk & Pratt is taking over all the 
McCann-Erickson business in Atlanta except Coca-Cola. A division of 
McCann, Marschalk & Pratt will open a 40-man office at 800 Peachtree 
St., N. E. It will be staffed largely with people formerly with McCann 
in New York and Atlanta. Mark B. Bollman Jr., manager of McCann’s 
Atlanta office for the past two years, becomes vp and general man- 
ager of the new Marschalk & Pratt office. Charles H. Hanson will 
come down from New York to serve as creative director. Other staffers 
will be Douglas K. Smith, account executive, and Warren Stewart, 
media director. 


Kudner Adds Pan American’‘s Hotel Unit 


New York, June 13—The Kudner Agency, shaken by some big ac- 
count losses in recent months, today announced its appointment to 
handle the advertising of Intercontinental Hotels Corp., a wholly- 
owned subsidiary of Pan American World Airways, whose Clipper 
Cargo advertising is already with Kudner. Kudner said ten agencies 
solicited the account, which is expected to spend about $1,000,000 year- 
ly. Harris & Co., Miami, formerly handled Intercontinental. 


General Mills Tests Cocoa Puffs Cereal 


MINNEAPOLIS, June 13—General Mills is introducing a new product, 
Cocoa Puffs, a chocolate cereal, with a spot tv campaign in test 
markets starting July 14. The campaign will concentrate on kiddie 
shows. Dancer-Fitzgerald-Sample is the agency. 

(Additional News Flashes on Page 89) 


All McCann Atlanta Business but Coke to Marschalk 


Colgate, an amendment wo = 193 GYOCers Will Cut ‘Fringe’ Ads, Keep 
Regular Ads the Same, Crawford Says 


cluded its 59th convention and 
exhibition. 

In a pre-convention press con- 
ference, Nargus President W. H. 
Crawford answered a question by 
saying that Nargus members 
“may cut off some fringe adver- 
tising but we’ll spend the same 
money in other areas.” He char- 
acterized outdoor advertising as a 
“nice prestige item,” but indicated 
that was one of the areas where 
cuts might be expected. Radio and 
television advertising for food 
stores is also coming to be regarded 
as a questionable expense, he com- 
mented. 


® Pointing to the continued 
growth of food sales, which are 
running 9% ahead of last year, 
Paul S. Willis, president of the 
Grocery Manufacturers of Amer- 
ica, declared: 

“Our manufacturers are spending 
about $100,000,000 a year on prod- 
uct and market research to find 
out what consumers want and to 
develop products that will meet 
those desires. Our manufacturers 
invest over $1 billion a year in 
media advertising to tell consum- 
ers about their new and estab- 
lished products, and to stimulate 
them to go to the store and buy 
them. 

“Along with providing new 
products, we must find ways of 
doing a better advertising and 

(Continued on Page 88) 
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‘Auto Buy, It = ™ 
Seems, Is Form 
of Foreign Aid 


Volkswagen Leads Pack 
as Foreign Cars Head 
for 380,000 Sales Year 


New York, June 11—The “You 
auto buy now” drive seems to be 


- 
eae 
i, 
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Terrill Is Chicago 
C-M Head: Johnston 
Shifts: Kreer Leaves 


| 


| CuHIcaco, June 11—In the wake 
of the resignations of G. Bowman 
Kreer and Phelps Johnston as co- 
|managers of the Chicago office of 
Campbell-Mithun, the agency has 
elected Lee Terrill an exec vp and 
|placed him in charge of the office. 

Mr. Kreer, who resigned earlier 
this week, will leave the agency 
July 1. He told ADVERTISING AGE 
ithat he resigned because he “dis- 


stimulating sales—of foreign cars. pai | agreed completely on operating at 
The imports, fresh from a 200,-. | — —& policy” with Mr. Johnston and Ray - 
oe year in 1957, are extend-| ©= Mithun, agency president. 7 
no + Amcor | gp Bw STEEL SELLS AUTOS—Jones & Laughlin Steel Corp., the auto industry. Pictured is the four-page center Fe. . Johnston, who is a vp and if 
since 1954. Pittsburgh, will use an eight-page double gatefold spread of the ad. Ketchum, MacLeod & Grove, Pitts- sr mes pp yar aaa ag will ni 
ve ee Sescign: snakes the re-| in color in the June 23 Time to promote sales for burgh, is the agency. von wrigpnt inea bo pop é t ed - ; 
The extent of the inveode made | sf = 8 . = Sa i aa ne hy se 
by the imported cars is shown in| Jones & Laughlin’s — L.gc¢al Merchandising Skills Helped cme: °°” """" 
the latest registration figures, 8 Pp Ti ‘Ad : of 
covering the first four months of! 4 age ime to s s = Perry L. Brand, vp and account G 
1958. : ’ 
During the month of pei, Promote Auto Sales Compton Nail Down Hotpoint Account ves icr in ictes sto "ve ; 
when “You auto buy now” pro-| prrrsgurcH, Jun si irom the agency under the 
motions were in full swing around Laughlin alg ogg = gin Four of Eight Competing point in recent months. In Sep- ye nse ctgaer pomigal el cone i i 
the country, the combined sales of | mote auto sales with an eight-page | h h ; tember, 1957, GE put the Hotpoint ADVERTISING AcE learned. He - 
foreign automobiles exceeded the double gatefold ad in four colors, MOPS S owed Almost on) Appliance io Se he ay = — — > i gua A 5 teed fae ec 
sales of every U. S. make with the | in the June 23 issue of Time. i i i | Supervision of Hotpoint. Last De- a : > M 
exception of Chevrolet, Ford and) John E. Timberlake, vp-sales, Par in Numerical Ratings |< ember advertising was put un-/bell-Mithun in 1947, has been a re 
Plymouth. leatd Jones & Laughlin, fourth|, CHICAGO, June 11—The impor-|der a new sales and distribution =~ in 
The registrations show the for-| largest steel producer in the U. g.,| ‘ance Hotpaint Co. attaches to an/ department. : w 
eign cars nosing out fourth-place has a “vital interest” in the prog- agency’s help in merchandising at et ‘ 
Oldsmobile 30,404 to 29,581. ‘ress of the auto industry, at pres-| the local level was revealed this) s A. M. Utt, Hotpoint’s advertis- at 
In April the foreign makes hit ent hard hit by slumping sales. |week as the appliance manufac-| ing manager, set up the selection Cz 
their highest share of market to! “Last year J&L rolled more | turer detailed to ADVERTISING AGE procedure last December. He de- B 
date—7.27%. “In other words,” than 1,000,000 tons of steel to go|its complex, time-table plan of (Continued on Page 90) in 
Automotive News pointed out this into automobiles,” Mr. Timberlake | S¢lecting an agency. ki 
week, “one April buyer in every|said. “If we can help sell autos, Hotpoint last week designated) Y7jlgon Reports bi 
14 preferred a foreign car.” |we will of course be helping to| COmpton Advertising to handle its M 
|inerease the demand for steel.” $3,500,000 account, formerly split Profits Rise 42% . h 
= Automotive News also noted| The double gatefold, first ever porns a _ Bag meer ec a : ace Cheer —e el 
that the April registrations of for-|run by Time, required special age : tang - R. Pershall| ij» J sf Six Months T 
(Continued on Page 87) sera fhcne es macontmg ery prt nied Compton won out in a close} Cuicaco, June 10—Wilson & Co. a and Rage wind rw the past — e 
to handle an ad of that size. race for several reasons, but its}has reported a 42% gain in net }Aonread Fant en oe esau Silin> tl 
‘Build, Buy Before First page of the ad proclaims, facilities and willingness to work | earnings and a 3% rise in sales neapolis office specializing on ti 
“Of all the cars built since 1900, | closely with district distributors | for the six months ended April 26, Sulcer cad Seah tanedaie, Us aled al 
Boom’ I s Burden of 40% are on the road today,” and| to solve local merchandising prob- | 1958, as compared with the same re une odunialatrative vp of C-M ri 
~— Books’ Blast says that long-lasting steel is the case greatly impressed Hotpoint = = ag rnings for the| fr the past two years. g 
. ; ; * rass. ilson’s ea s : si 
Building OOKS as nen b syed aoe pani Rha ter Officials of General Electric Co.,| first half this year amounted to Messrs. ey: and Peng om 
Cuicaco, June 11—Practical pete ‘Opening this spread to the| the parent company, reportedly | $3,756,628 as contrasted with $2,- charge of the C-M icago office 
Builder and Building Supply ‘four-page spread inside has the| Were highly pleased with the 640,724 for the first half of 1957.|42 September, 1955 (AA, Sept. 5, ; 
News, both published by Indus- |. r¢.o4 of opening the car doors.|manner in which the selection|/Net income per share of common 55). Mr. Kreer had joined the 
trial Publications Inc. have) ‘| was made. | stock for the current first half was |®8¢ncy_in 1954 after three years I 
launched a long-range “buy now” | , The four-page spread is devoted The consolidation of all adver-|$1,50 as compared with $1 for the with McCann-Erickson hon 15 
campaign for the home building |, car features and styling. “This|tising in one shop was the third|same period last year. years with J. Walter Thompson . 
industry. lis where superb steel pays off,”| Streamlining move made by Hot-| The meat packer reported sales Co. # 1 
The theme of the push is “Smart|the headline reads. The final page this year of $324,127,465, an im- 
people build or buy before a | js devoted to J&L plants and equip- ‘World Tel ’ provement over the $313,766,837| Two Join Brussels Agency k 
boom.” The campaign = Lage ment. or. elegram compiled during the first half of} Advertising International, a l: 
upon data being compiled by the) Tjme will promote the insert 1957. # Brussels agency staffing both Bel- o 
University of Denver’s bureau of | with ads in PRs td AcE and Announces Monthly gian and American marketing spe- t 
social and economic research. Automotive News. J&L will call| 7s cialists, has added two Americans t! 
Newspapers will be the primary |attention to the insert with news- Liquor Market Data Unusual Artwork Is —Rudy H. Finold and Albert B. 
media in addition to the editorial| paper ads in major metropolitan) New York, June 10—Jacques Used in Print Push Stridsberg—as agency principals 
pages of the two magazines. Ads areas. Time and the steel company | Caldwell, general advertising man- and plans board members. Mr. 
already have run in the New York|also will use promotional mailings.| ager of the New York World for House of Lords Finold, who will be in charge of 
Herald Tribune, Chicago Tribune,| Ketchum, MacLeod & Grove,| Telegram & Sun, today announced client services, was previously a 
and the Washington Post & Times-|Pittsburgh, is Jones & Laughlin’s|}a market research service to pro-| New York, June 10—A new ad-|special representative in the New 
Herald, with additional ads|agency. + vide liquor advertisers with|vertising campaign for Booth’s| York office of Advertising Inter- ; 
planned in future months. monthly reports on brand sales in|House of Lords imported gin will| national. Mr. Stridsberg, formerly 
Newspaper ad mats and radio Bakers Appoint Lothian retail stores in the New York mar-|be launched next month in na-|on the copy staff of Howard Swink 
and tv spots are being supplied to Quality Bakers of America Co- keting area. He said the service is | tional magazines by W. A. Taylor Advertising, Marion, O., will be 
many newspapers and radio and operative Inc. New York, has the first of its kind ever offered |& Co., a division of Hiram Walk-| director of Al’s creative services. 
tv stations to permit local seg- named Jessen, L. Lothian , copy in the New York area. er-Gooderham & Worts Ltd., sole 
ments of the building industry— ekiet on. ite Gunkeem breed lao. Known as the “New York Mar- | distributor of the brand in the US. SRA Se ila 
realtors, builders and lumber ma-| ps7, was formerly copy director ket Liquor Audit,’ the monthly The campaign, which will break he ‘3 . 
terial dealers—to “tie in” with at Atherton, Mogge & Privett, Los survey will provide advertisers |in the June 28 issue of The New : — ae i 
local support. Angeles Mr Lothion wesenies Ra with reports on liquor types,| Yorker, makes unusual use of ae oe: “Gentlemans martini 
a ¥! brands and sizes sold in selected|two-color work in gradations by a 
agree ee Gault. package stores in the metropolitan|means of a tint block technique. | f 
e “Our peepee initiating such area. The campaign will also feature © h 
an educational ay @ to! Chase Joins Norge testimonials by Basil Rathbone, | n 
overcome buyers’ hesitancy about) winiam H. Chase, formerly with|# Also available at cost, Mr. Cald-|Rex Harrison and others. The ; 
walling or Suying « home now, Easy laundry appliances division | well said, “will be special data on|Harrison series will not break un- d 
eaid BS. P, Driscoll, preeneen iat of Murray Corp., Chicago, has|sales and distribution, store size, | til September. : 
Industrial Publications Inc. “If,| j>ined Borg-Warner Corp.’s Norge | stock on hand, point of sale spec-| The media schedule, in addi- 
through such a program, we can Givicsion, Chicago, as merchandis-|ial promotions and other package |tion to The New Yorker, includes ‘ 
stimulate the building of 200,000) i, ¢ coordinator. store activities.” + Atlantic Monthly, Cue, Esquire, 
or even only 100,000 new homes Gourmet, Harper’s, Holiday, So- a 
during 1959 that otherwise might cial Spectator, Sports Illustrated t 
be deferred until 1961 or 1962, and Town & Country. t 
then the whole industry will bene- nc ry 17 T) Talet) Tan) ( Charles W. Hoyt Co. is the ; J 
fit.” : wal : BEE p it iD 2 ’ i k 
/b ; f) P| S agency i 
Mr. Driscoll pointed out that Gin bel The artwork, by Paul Suess, ' E 
the public also will benefit from aroused the interest of artists and i 
the program because of the rising Complete funeral service GOODBODY Mortuaries technicians in the agency and at ~~ z ; c 
costs of building new homes. “A| the photoengraver’s. A series Of onal Ww. A Taylor & Co l 
home purchased for $16,000 today | tests with color gradations on tint rant Fanaak ‘ B ch’s ' f 
will be worth at least $25,000 ; ‘ j is block have been made by Norman >reaks a new campaign for Booth’s Z 
when the mortgage is paid off,”| STOPPER—A copyrighted slogan by Pickering Advertising Agency, |Lampert, the agency’s production House of Lords gin with this ad t 
he said. # Oakland, is slowing down traffic in San Diego, the agency says. (Continued on Page 87) in the New Yorker, June 28. 
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Advertising Age, June 16, 1958 


AFA Is Told of 
Sagging Status 
of Ad Education 


Report Shows It’s Only 
Half as Big as Field of 
Library Science Education 


Da.ttas, June 10—There are 
about 39 colleges offering a ma- 
jor in advertising; they will grad- 
uate about 800 students—about 
71% of them men—in 1958; and 
if there were twice the present 
number of programs, “advertis- 
ing education would just barely 
equal the size of American edu- 
cation in library science.” 

These are some of the findings 
of a survey on advertising edu- 
cation in the U.S. conducted by 
Gordon A. Sabine, dean of the 


AFA Convention 


college of communication rts, 
Michigan State University, and 
reported by him to the Advertis- 
ing Federation of America con- 
vention here. 

Mr. Sabine reported that of 85 
accredited colleges in the Ameri- 
can Assn. of Collegiate Schools of 
Business, 17 report an advertis- 
ing major: Alabama, Arizona, Ar- 
kansas, Bowling Green, Colum- 
bia, Illinois, Kentucky, Michigan, 
Mississippi, Ohio State, Okla- 
homa, Southern California, South- 
ern Methodist, Syracuse, Texas, 
Toledo and Washington State. 


=m Of 42 colleges accredited by 
the American Council on Educa- 
tion for Journalism, 22 offering 
an advertising major are: Colo- 
rado, Florida, Florida State, Geor- 
gia, Illinois, Indiana, Iowa, Kan- 
sas, Marquette, Michigan State, 
(Continued on Page 87) 


AFA Elects Harn, 
Lasker to Places 
in Ad Hall of Fame 


DALLAS, June 11—Albert D. Las- 
ker, famed agency man, and Or- 
lando C. Harn, longtime director 
of the Audit Bureau of Circula- 
tions, were elected to the Adver- 
tising Hall of Fame today at the 


Albert Lasker 


O. C. Harn 


annual convention of the Advertis- 
ing Federation of America. 

The Hall of Fame, located in the 
Advertising Club of New York, 
honors distinguished advertising 
men who have died. 

The citation for Mr. Lasker read, 
in part: 

“Advertising agency giant—phil- 
anthropist. 

“Albert D. Lasker was a unique 
figure in American advertising— 
an individualistic giant who con- 
tributed greatly to the stature of 
the advertising industry in its early 
years, who, through advertising, 
helped a number of companies 
grow from obscurity to outstand- 
ing success, who helped train some 
of the most successful advertising 
leaders of his generation, and who, 
finally, brought advertising to the 
attention and acceptance of many 
top management men who previ- 

(Continued on Page 86) 


Kaufman Gray 


Thornton 


Baker 


Hobbs 


CREATIVE ASPECTS—The Advertising Federation of America Monday 

session in Dallas, presided over by Robert M. Gray, manager of ad- 

vertising and sales promotion, Esso Standard Oil Co., New York, 

brought together as speakers Robert L. Thornton, mayor of Dallas; 

Geoffrey Baker, vp, Ralston Purina Co., St. Louis; Whitman Hobbs, 

vp, Batten, Barton, Durstine & Osborn, New York; and Zenn Kauf- 
man, sales consultant, New York. 


Tell Us What Your Station Can Do for Our 
Client, Agencies Urge Broadcasters 


Los ANGELES, June 10—Looking 
at radio last week, agency men told 
the Southern California Broadcast- 
ers Assn. at its annual sales clinic 
that its salesmen are lacking in 
ideas, its stations badly misuse 
ratings, and many potential sourc- 
es of business are overlooked. 

In a panel discussion, Wally 
Seidler, Edward S. Kellogg Ad- 
vertising, expressed his opinion 


NBC Radio Signs 
11 Sponsors for 
Summer, Fall Shows 


New York, June 11—11 new 
sponsors, whose products range 
from cold tablets to trucks, have 
scheduled current and fall adver- 
tising on NBC Radio. 

Current newcomers: General 
Foods (Young & Rubicam), 36 
participations per week on alter- 
nate weeks over a 36-week period 
for Jell-O; Lever Bros. (Sullivan, 
Stauffer, Colwell & Bayles), 12 
Breeze participations per week on 
daytime programs for 39 weeks; 
Grove Laboratories, 512 “Fitch 
Bandwagon” segments (Gardner 
Advertising Co.) on “Nightline” 
and “Monitor” and two one-minute 
No-Doz _ participations (Sidney 
Garfield Advertising Agency) on 
“News of the World” for 21 weeks. 

Scholl Mfg. Co. (Donahue & 
Coe), two one-minute announce- 
ments weekly for 13 weeks on 
“Bert Parks’ Bandstand”; Mack 
Trucks (Doyle, Kitchen & Mc- 
Cormick), 40 “Monitor” participa- 
tions; Sterling Drug (Thompson- 
Koch Co.), two one-minute 
participations weekly for 13 weeks 


|on “Life and the World”; Armour & 


Co. for Dial (Foote, Cone & Beld- 


|ing), 57 six-second announcements 


a week for eight weeks on “Night- 
line” and “Monitor.” 


= New sponsors scheduling fall 
campaigns: Grove Laboratories, 55 
announcements per week in vari- 
ous programs beginning Sept. 28 
for Bromo Quinine (Gardner Ad- 
vertising Co.); Commercial Sol- 
vents Corp. (Fuller & Smith & 
Ross), 41 announcements a week- 
end for six weeks in September and 
October on “Monitor” and “Star 
Dust”; Chap Stick Co. (Lawrence 
C. Gumbinner Advertising Agen- 
cy), three one-minute partici- 
pations a week on “News of the 
World” for 13 weeks starting Oct. 
31; C. H. Musselman Co. (Arndt, 
Preston, Chapin, Lamb & Keen), 
two 30-second participations per 
week for 12 weeks between Sep- 
tember, 1958 and May, 1959 on 
“Bert Parks’ Bandstand”; and Vick 
Chemical Co. for Vicks Vaporub 
(Morse International), 60 six-sec- 
ond announcements per week for 
20 weeks starting Sept. 15 on var- 
ious programs. + 


that if the average salesman were 
deprived of his Diner’s Club card 
he would lose “the best tool he 
ever had.” Mr. Seidler complained 
that too many radio salesmen make 
their pitches on a social or gen- 
eralized level, instead of coming 
in with specific ideas which can 
be used by specific clients of the 
agency. 

He feels that radio is sadly lack- 
ing in its use of success stories. 
They exist, but too few stations 
take the trouble to accumulate 
them in usable form. 


= Robert Anderson, Robert Ander- 
son Advertising, said he credits the 
help of one Los Angeles radio sta- 
tion in 1949 with the fact a client 
has spent more than $3,000,000 in 
radio since that time. 

He believes there is too much 
competitive selling rather than 
selling which tells what a particu- 
lar station can do. He thinks that 
if a rating is evaluated at more 
than 70% “‘it’s foolish.” 

Mr. Anderson had these gripes: 


e The car-radio audience is not 
a “bonus”; it is just part of the 
total audience and should be sold 
as such, 


e Station promotions employ so 
many graphs, competitive state- 
(Continued on Page 60) 


NY 
‘Ny 


Tax Solomons Hit 
Partial Deduction 


‘Star & Tribune’ Calls 
Ads Deductible; Senator 


WASHINGTON, June 12—Sen. Al- 
bert Gore (D., Tenn.) revealed to- 
day that tax officials knocked out 
half of the cost of an advertising 
campaign which was used by the 
Minneapolis Star & Tribune dur- 
ing the 1956 election campaign. 

He immediately asked Under 
Secretary of the Treasury Fred C. 
Scribner Jr. to find out why the 
expense was not entirely disal- 
lowed, or left alone. 

As former chairman of the Sen- 
ate committee on elections, the 
senator has contended that ads by 
corporations which express politi- 
cal preferences violate the elec- 
tion laws and are not a proper 
business deduction for tax pur- 
poses. 


K&E Enfolds Its 
Account Execs in 
Silky-Voiced Curtain 


_New York, June 11—If you 
want the name of an account ex- 
ecutive at Kenyon & Eckhardt, 
you'll just have to write a letter. 

An AA reporter called the agen- 
cy the other day and asked for 
the name of the account man for 
a certain client. He was auto- 
matically transferred to the office 
of the personnel director, where a 
charming voice explained that the 
agency doesn’t give out that in- 
formation over the phone and 


reporter explained his deadline 
problems and the young lady con- 
sented to call him back at AA’s 
office, “for verification,” and only 
then revealed the account exec’s 
name. 

The young lady cordially ex- 
plained that the letter-writing 
policy has been in effect for about 
a month and a half. She said 


tually bothers to write a letter. 
Asked if she had any difficulty 
with callers, she sighed painfully: 
“Quite a bit.” + 


Camel, Lucky Strike, Kent, Winston 
Top Brands Among Men, ‘True’ Finds 


Survey Shows 25% Like 
Crushproof Pack, 48% 
Soft; Others Don’t Care 


New York, June 11—Among 
non-filter cigarets, men smokers 
prefer Camel and Lucky Strike to 
other brands. Among filter cigar- 
ets, Kent and Winston are the 
leaders. 
48.6% of men smokers prefer the 
regular pack; 25.2% prefer a 
crushproof box, and 26.2% have 
no preference. 

These findings were released 
today by True in its 1958 survey 
of men’s smoking habits. The data 
is based on answers by 1,400 re- 


spondents of the magazine’s con- | 


sumer panel. 


s “While no fully reliable figures 
on smokers are available,” the re- 
port notes, “trade sources place 
the number in the neighborhood 
of 60,000,000. Because of the mag- 
nitude of this market, govern- 


ment, manufacturers and media) 
have spent much time and effort | 
to learn more about the consumer. | 


“According to a recent govern- 
ment study, seven out of ten men, 
and three out of ten women can 


On packing preference, 


be considered regular smokers. 
Men are, therefore, the primary 
market for tobacco products and 
this fact becomes even more evi- 
dent if only heavy smokers— 
smokers of a pack a day or better 
—are considered. The ratio of 
men to women then increases to 


(Continued on Page 65) 


JAMES M. WHITE, formerly a regional 

marketing representative for Life, 

| has been named publisher of Cos- 

mopolitan, New York. Mr. White 

succeeds James S. Swan, who has 
resigned. 


Says No, Can’t See Split, 


would the caller write a letter. The | 


maybe one out of five callers ac-| 


Snag on Allowing 
of Political Ads 


| He focused attention on an ex- 
penditure of $9,192.93 by the Min- 
| neapolis newspaper in October, 
| 1956, for ads in the New York 
Times, New York Herald Tribune, 
Washington Post & Times Herald, 
Chicago Daily News, Detroit Free 
|Press and Philadelphia Bulletin. 
He said these ads “called for elec- 
tion of candidates favored by the 
Minneapolis Tribune Co., or by 
officers of that company, for Pres- 
ident and Vice-President in the 
| 1956 general election.” 
| 


|@ When the Justice Department 
| refused to challenge the campaign 
under the election laws, Sen. Gore 
'recently asked Treasury Secretary 
Robert Anderson to determine 
whether the expenditure had 
been recognized for tax purposes 
(AA, June 2). 

In the Senate today he reported 
he had received a letter from Otto 
A. Silha, vp and business manager 
of the publishing company, re- 
porting that tax agents allowed 
his firm only half the amount 
which was spent for the advertis- 
ing. 

“It is our understanding,” Mr. 
Silha wrote, “that the internal 
revenue agent was instructed by 
Washington to examine this par- 
ticular deduction. 

“After a review of the return, 
the agent allowed only one-half, of 
the expense as deductible, al- 
|though the Minneapolis Star & 
| Tribune still feels strongly that 
(Continued on Page 90) 


Direct Sell Can 
Gain as Others 
Abdicate: Dreher 


But Gen. Groves Tells 
Direct Sellers Suburban 
Trend May Hurt Business 


New York, June 10—Monroe F. 
Dreher yesterday opened the 44th 
annual convention of the National 
Assn. of Direct Selling Companies 
by attacking what he called lack 
of personal attention and service 
in everything from supermarkets to 
laundries, and by urging his au- 
dience to adopt the convention 
theme, “Direct selling is the royal 
way.” Mr. Dreher is head of the 
New York agency bearing his 
name. 
| “Direct selling today is the ‘roy- 
|al way’ more than ever before,” 
Mr. Dreher said, “because in our 
economic climate, Mr. & Mrs. Con- 
sumer have become King and 
Queen Consumer. And they’ve de- 
cided they don’t want to buy—they 
want to be sold.” 


= Mr. Dreher said there are “mil- 
lions of housewives” who are tired 
of impersonal service and incon- 
venience, but who still have the 
“urge to buy.” He said these con- 
sumers are “opening doors” to 
| companies offering personal atten- 
| tion. 

“Today, there is a universal lack 
|of personal service, service which 
jhas been replaced by self-serv- 
jice and self selection in discount 
houses, supermarkets, department 
stores and.variety stores. Direct 
selling is virtually the only person- 
al salesmanship left—the only way 
in which the customer is treated 
like royalty.” 


s While Mr. Dreher forecast a fa- 
vorable selling market for direct 
salesmen, other speakers at the 
convention were less optimistic. 
(Continued on Page 30) 
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Reynolds’ Gray Hits 
‘All This Yak’ on 
Cigaret-Cancer Link 


| 


lish,” he said. 
He also commented that he does 
not feel that groups which have 


|“attacked” the industry will stop 
doing so. He noted that contribu- 


|tions to the American Cancer So- 


RIcHMonD, Va., June 10—Bow- ciety jumped from $16,000,000 in 
man Gray, president of the R. J. | 1952 to $28,000,000 last year. 


Reynolds Tobacco Co., ripped into 


“You don’t give up that kind of 


charges of a link between cigaret |™oney easily,” he said. 


smoking and lung cancer in a 
speech here. 


there’s anything there,” he said. 
“I am convinced the American 


|@ Mr. Gray predicted that 1958 
“I take the position that all this| domestic sales in the cigaret in- 
yak is yak. I just don’t believe| dustry would hit a record 425 bil- 


lion cigarets, 4% above 1957 sales. 
In the question and answer pe- 


public—those that smoke cigarets riod, Mr. Gray said emphatically 
—are getting a little tired of the|that filter cigarets do not contain) 
same old story,” he commented|cheaper grades of tobacco than 
during a talk to the Richmond So-| regular cigarets. 


ciety of Financial Analysts. 


Reynolds’ good profit margins, | 


ee tee ne capes came cote) 


SCHERL WALQUIST, formerly ad man- 
| ager of Kansas Farmer and Mis- 
_sourit Ruralist, has been appointed 


Mr. Gray said no definite proof | he said, are based to a large ex-| general manager of the two pub- 


of a link between cigaret smoking | tent on: 


(1) Concentration of all 


and lung cancer exists. He said the | manufacturing in Winston-Salem; 


Tobacco Industry Research Com-| (2) 


continual improvements in 


mittee is making many grants to machinery—even machines al- 


scientists, with no strings attached, | ready purchased; 


(3) teamwork— 


| lications plus Capper’s Weekly, 


has retired (AA, June 9). 


for research in that field. “What-| (“We believe neither in the omnis-|man”), and (4) weekly meetings 
ever they find, they are to pub-| cient man nor in the indispensable! of the 16-man board of directors. # 


Which Sunpapers gal is 


Baltimore’s 


One of the key contributors to Baltimore’s 
progress is its port. And one of the port’s 
best friends and staunchest advocates is one 
of the three ladies above, who ably serves 
as maritime editor of The Sun. For an ex- 


cursion in “shemanship,”’ read on and try 
singling her out. 


1. If opposites attract, she was destined 
for the water from the start. Consider this 
landlocked background. A native of Nevada. 
A graduate (first in her class) of the Uni- 
versity of Missouri School of Journalism. 
Manager of the UP bureau in Fort Wayne, 
Indiana. Telegraph editor in Lewiston, 
Idaho. It’s enough to make a gal cry out 
for HxO—let alone something wetter! 


2. She joined The Sun in 1945 and, two 
years later, became the first woman reporter 
to cover a national convention of the 
American Federation of Labor. Her main 
interest, though, was in maritime matters— 
so much so that in 1950 and 1951 the 
Propeller Club of the United States pre- 
sented her its national award for excellence 
in reporting on the American merchant 
marine. This was another ‘“‘first’”’ for her, 


“Lady Admiral” 


since she was the only woman to receive 
this award twice. 


3. She was also first to use television to 
dramatize the importance of a port to a 
community. In 1951 she inaugurated ‘“The 
Port That Built A City,” a weekly half- 
hour program, on The Sunpapers’ TV sta- 
tion. The show is today a hardy Baltimore 
perennial and numbers 24 civic-minded 
sponsors. She produces and helps narrate 
the program—even climbs up Jacob’s lad- 
ders to shoot her film. 


4. In 1956 she was named “‘woman of the 

ear’ by the combined Advertising Clubs 
of Baltimore. And what do you think she 
talked about in her acceptance speech? 
Right you are! 


Spotted her yet? She’s on the starboard— 
Helen Delich by name. On the port side is 
Janetta Ridgely, editorial writer for The 
Sun. And smack amidships is Doris Roache, 
office supervisor in our advertising depart- 
ment. Doris has facts and figures for your 
product to promote smooth selling in The 
Sunpapers... Morning, Evening, and Sunday. 


The Baltimore Sunpaper 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc.— New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott — Chicago, Detroit 


Advertising Age, June 16, 1958 


Highlights of This Week's Issue 


Television code provides adequately for 
any violation, National Assn. of Broad- 
| casters Television Code Review Board 
| says in answer to the Assn. of National 
Advertisers’ request for code revisions 
to halt triple spotting ...........0.... Page 1 


| Seem slugging to reach upturn, Don 
| Mitchell, president of Sylvania, tells Ad- 
| vertising Federation of America conven- 
tion; cutting ad budget while trying to 
maintain sales volume is like asking 
salesman to increase sales 20% and then 
taking his travel budget away from him, 
he says Page 1 


Grocers, untouched by the recession, prob- 
ably will cut down on “fringe” adver- 
tising, maintain their regular advertis- 
ing, W. H. Crawford, president of the 
National Assn. of Retail Grocers, tells 
convention Page 1 


Foreign cars seem to benefit from the 
“you auto buy now” campaigns, while 
U.S. cars lagged. Continuing gains start- 
ed in 1957, foreign cars are headed for 
sales of 380,000 this year, with Volks- 
wagen leading the pack ............ Page 2 


Home buyers are urged to build and buy 
before a boom because “it’s smart to do 
so” in a newspaper campaign by Prac- 
tical Builder and Building Supply 
News Page 2 


Jones & Laughlin will promote auto 
sales with an eight-page gatefold ad in 
four colors in the June 23 issue of Time 
because it has a “vital interest” in the 
progress of the auto industry ........ Page 2 


Compton Advertising’s know-how in mer- 
chandising at the local level is what de- 
cided Hotpoint Co. to select it as its 
agency, the client reveals to Advertising 
Age Page 2 


The New York World Telegram & Sun 
announces a new market research serv- 
ice to provide liquor advertisers with 
monthly reports on brand sales in re- 
tail stores in the New York marketing 
BI]D nrcccccoseess Page 2 


Advertising education lags in colleges, Ad- 
vertising Federation of America is told, 
with about 800 students graduating in 
1958, equal to about half the number in 
eee Page 3 


Albert D. Lasker and Orlando C. Harn are 
elected to the Advertising Hall of Fame 
at the annual convention of the Adver- 
tising Federation of America ........ Page 3 


Kenyon & Eckhardt unfolds its account 
executives in silky-voiced curtain; if 
you want the name of an account ex- 
ecutive there, a silky-voiced personnel 
girl asks you to write a letter ....Page 3 


Top cigaret brands among men are Camel, 


Lucky Strike, Kent and Winston, True 
reports in its 1958 survey of men’s smok- 
Ge. TID: senanticnconpiicntaincnesimngines Page 3 


Radio station men are told by agency 
men: Tell us what your station can do 
for our client, at meeting of the South- 
ern California Broadcasters Assn...Page 3 


New York subway riders can now keep 
clean and ride the subway free. Babbitt 


offers to give New Yorkers a free sub- 
way ride for three coupons from Bab- 
bitt soap products Page 16 


Right to ban advertising of price of eye 
glasses and regulate optical ads gener- 
ally is upheld by the Pennsylvania su- 
preme court Page 22 


Eye-movement testing is a pseudo-science 
and tells the packager or designer noth- 
ing he needs to know about a package, 
according to the Center for Research 
fen DRE ROCEI  wccecceesccccccccscees: Page 24 


Check your advertising to see if it's based 
on 1957 or 1958, Zlowe Co. says in new 
house organ. “There’s a decade of dif- 
ference between the two years,” Zlowe 
asserts Page 36 


Hotel Corp. of America launches ad drive 
in Newsweek to stress the individuality 
of each hotel in its chain ................ Page 38 


Lima Citizen plans bang-up July 4 party 
for citizens of “Limaland” to celebrate 
its first—and lucrative—year in exist- 
ence Page 42 


Carnation Co. will kick off an advertising 
and merchandising program to promote 
use of Carnation evaporated milk in 
burgers Page 46 


U. 8. accounts for 66,671,069 of 107,242,748 
ears, trucks and buses in operation in 
the world, according to census con- 
ducted by American Automobile..Page 47 


WJR, Detroit radio station, plans regular 
broadcasting of five-minute editori- 
als Page 52 


Public would benefit from agency control 
of television programming, Janet Kern, 
Chicago American, Milwaukee Sentinel 
and INS columnist, says .............+« Page 67 


Creative Man finds a really new product 
sometimes inspires ad writer to write 
copy a little more human, a lot less 
bombastic Page 70 


D’Arcy Advertising takes much-discussed 
“agency-media relations problem” to 
heart, stages a series of seminars for 
media representatives .................. Page 84 


REGULAR FEATURES 
Advertising Market Place ...........0000... 
Along the Media Path .. . 
Art Director’s Viewpoint  ...............006 
Coming Conventi 
Creative Mam’s CoOrmer ......0....cscscscssesssssesees 
Department Store Sales 0.0... 
Drawthinks 
Employe C icati 
Editorials ......... 
Getting Personal 
Looking at Radio BTV occcccccccccccccccceseeeee 
Looking at Retail Ads ..... 
Mail Order and Direct Mail 
Obituaries 
On the Merchandising Front 
Photographic Review oc..ccccccccccccccccecceseeeenes 
Rough Proofs 
Salesense in Advertising. ....................... 
This Week in Washington . 
Voice of the Advertiser . 
What They’re Saying . “ 
io BR | RES 


Horan-Daugherty Gains One 
Peabody Coal Co., St. Louis, has 
appointed Horan-Daugherty, St. 


Louis, to handle its advertising. 
Hitchcock & Becker, Chicago, pre- 
viously handled the account. 


RUN OF PAPER 


- . » » DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


Dot Engravers, Ine 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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Even the best salesman 
can be benched”... 


if there hasn’t been 


enough warm-up. 


MORAL: Sales start before your salesman calls— 
y \ with business magazine advertising. 


McGRAW-HILL Publishing Company, Inc. ‘@ 


330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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This Week in Washi:.gton... 


Curacao May Ask Diplomatic Redress 


of U.S. Rebuff on 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, June 12—As if Sec- 
retary of State John Foster Dulles 
hasn’t enough to worry about, 
trouble is brewing with Curacao. 


As the news columns reported | 


last week, the government of this 
friendly Caribbean island is con- 
cerned about the fact that several 
whisky firms here sell orange li- 
queurs as “Curacao Liqueurs.” In 
a protest to the alcohol and tobac- 
co tax division of the U.S. Treas- 
ury, Curacao contends this label 
should be reserved for orange li- 
queurs made from the special spe- 
cies of orange unique on the island. 

Now their protest has been re- 
jected, and representatives of Cu- 


Its Liqueur Plaint 


racao have come away from our 
Treasury Department unhappy.) 
Att. Dwight Avis, chief of the al-| 
coholic tax unit, told them their 
protest should have been filed | 
| when domestic distillers first start- | 


| 


ed to use this label in 1933. He) 


ers have acquired some rights. 
In the present state of affairs, 


|Curacao doesn’t seem inclined to | haps he will discover enough about |a bill which requires auto manu- 


| leave matters where they stand. It 
| apparently feels our government is 
particularly sensitive right now 
about any action on our part which | 
could be interpreted as high-hand- | 
ed treatment of one of our good| 
neighbors to the south. In any 
event some of its representatives 


say, ““We’ll just have to take our 


case to the diplomatic level.” 
The Post Office 


Direct Mailer embarking in a 
few days on what 
may be the biggest one-shot direct 
mail advertising campaign in the 
nation’s history. Designed to stim- 
ulate use of postal zone numbers 
by the public, it involves delivery 
of a promotion piece to every home 
and residence in the country. 
Postmaster General Arthur Sum- 
merfield long ago indicated his im- 
patience with those who smear 


figures after 35 years, U.S. distill-| third class mail as “junk.” Now|Car Labeling partment 
| that he is running his own direct | Irks Justice 


mail advertising campaign, per- 


mailing costs so that he will apply 
for membership in some of the mail 
user groups which have warned 
that recent rate hikes may price 
many advertisers out of the mar- 
ket. 

The Post Office isn’t the only 
branch of government that has a 
healthy respect for the pulling 
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|power of direct mail promotions.| The main reason the Justice De- 
|On the basis of successful experi- partment opposes the auto labeling 
ence with self-enumeration in the| bill is that it fears compulsory dis- 


| U.S. Becomes Department is | 1954 business census, the Census| closure of list prices will lead to 


| Bureau believes substantial savings | “fair trade” system for cars. Tra- 
can be made if question forms are |ditionally the anti-trust division 
| distributed to the public by mail,| strongly opposes anything that 
'so that enumerators can confine|smacks of resale price mainten- 
| their personal visits to delinquents. | ance. 

|The procedure has been developed 
to such a point now that the bu- 
reau is seriously considering a 


® The auto bill (S. 3500), spon- 
sored by Sen. A. S. (Mike) Mon- 
mailing campaign in connection|roney (D., Okla.), passed the Sen- 
| with the next population census. | ate unanimously, and its sponsors 
| are confident it will not encounter 
The Justice De-| serious objection in the House. The 
has|Justice Department’s misgivings 
registered its|about resale price maintenance 
misgivings about| certainly are not likely to impress 
the House interstate sub-commit- 
tee handling the bill, for this is 
the same subcommittee that is get- 
ting ready to give approval to the 
Harris bill which, for the first 
time, puts the full weight of the 
federal courts behind enforcement 
of the fair trade price system. 


facturers to use windshield stick- 
ers giving the public accurate price 
information. Deputy Attorney Gen- 
eral Lawrence E. Walsh noted that 
the bill was designed to wipe out 
price packing by dealers, but he 
said he feels the Justice Depart- 
| ment can handle that problem 


| through anti-trust actions. Rep. Thomas M. 


lowa— 
one of the 


booming markets 


in 
the U.S. 


LIVESTOCK PRICES 


over Ist quarter 1957 


Ist quarter —1958 


25% 
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FARM INCOME 


lowa—1957 


66% 


above U.S. average 


Bingo Rule to Pelly (D., Wash.) 
Get Once-Overthinks there is 

something incon- 
sistent in our government’s attitude 
toward bingo. If a newspaper car- 
ries a story about a church bingo 
party, postal inspectors will bar 
it from the mail. On the other 
hand, the government does not ob- 
ject when bingo is played on tv 
with thousands of dollars given as 
prizes. 

The fault, he says, is with the 
postal laws on lotteries. Existing 
law prohibits delivery of any ma- 
terial which aids and assists a 
game of chance, and postal peo- 
ple interpret this to include bingo. 
The congressman says he intends 
to see that the law gets changed 
so that newspapers can write about 
bingo parties by churches and oth- 
er non-profit groups without risk- 
ing the grim justice of the postal 
constabulary. 


Agriculture Sec- 
i Benson Lauds retary Ezra Taft 
: Easy Foods’ Benson praised 
the food industry 

for “reducing kitchen tasks through 
built-in maid service.’ He said the 
American homemaker no longer 
has much time or inclination to 
pluck chickens, clean fish, squeeze 
oranges, or even peel potatoes. She 
likes prepared foods that are sta- 
ple on the shelves and convenient 
to use. “If these foods are also of 
excellent quality, she will buy 
them in quantity,” he said— 
“enough to change the whole as- 
pect of an industry and increase 
over-all consumption of a crop.” 
a] One example: New merchandising 
x, methods for apples, which in- 
ese creased store sales by 75%. Anoth- 


The agricultural half of Towa’s farm- 
factory economy is setting records. 
Cattle and hogs are bringing the 
highest prices in years. Market price 
increases for dairy products, eggs and 
other farm commodities are giving 


average. 


Iowa farm families their highest gross 


income in years . . 
$11,752 in 1957... 
national average. 


Towa’s industrial half is forging ahead, 
too. Average hourly earnings for 


DES MOINES REGISTER AND TRIBUNE 


Combined daily: 350,000 « Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott « Doyle and Hawley 


- an average 
66% above the 


Iowans are making money and spend- 


ing it. The most 


selected Iowa industries in March hit 
an all-time high of $2.13. Average 
Iowa industry weekly earnings were 
$1.46 above the March, 1957, level, 
$3.02 ahead of the current national 


Importance to advertisers? 


effective way to sell the Iowa market 
is advertising in the one medium that 


If you would 


Iowa, 
V.P., 


economical, most 


Gardner Cowles, President 


papers cover their city of publication. 


Expanding Economy,” a regular bulletin 
highlighting business 
write David Kruidenier, Jr., 
Des Moines Register and 
Tribune, Des Moines, Iowa. 


er: Discount sales of produce, en- 
abling retailers to sell merchandise 
that is ripe, spotted or slightly 


covers all Iowa. The Des Moines damaged. 

Sunday Register is read by 70% of 

Iowa’s 2.7 million people. It covers Another side of 

a whole state better than most news- Warne Hits the same question 
Packaging cameupata 


meeting of the 
National Conference of Weights & 
Measures where Colston E. Warne, 
president of Consumers Union, said 
that modern packing methods are 
robbing consumers of the ability 
to buy intelligently. By using the 
tricks of the color hypnotist, the 
psychiatrist and the motivational 
researcher, he complained, mer- 
chandisers have created a “chaos of 
packages” in today’s supermarket 
which makes its virtually impos- 
sible for the customer to make a 
rational comparison of brands. He 
said the process adds to costs, too, 
because manufacturers resort to 
many sizes, complicating the prob- 
lems of wholesalers, distributors 
and grocers. He mentioned a 1 lb. 
10 oz. package of salt “‘scientifical- 
ly designed” to look bigger than a 
two-pound package, and _ tooth- 


like to receive “Iowa’s 


conditions in 


pastes in so many sizes “consumers 
would need a pad and pencil to 
figure out the best buy,” 


% 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


For the first time, Metropolitan Oakland (Alameda 
County ) has passed all other Northern California coun- 
| ties in retail sales. This fact, stated in Sales Manage- 
ment’s 1958 Survey of Buying Power, is not surprising 
to those of us who have been watching the county’s 
steady growth in population. We have seen this area 
gain and hold leadership in the food, drug, automotive, 
service station, furniture and household and building 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


Makland.x 


= 14 i 


? 
Daily 210,537 
Sunday 240,809 
J ABC Publisher’s Statement 


March 31, 1958 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


materials fields. It isn’t easy to keep up with the fast 

changes in our Western markets. But in Alameda County 

population and sales gains have been so consistent, it 

is possible to anticipate them successfully in marketing 
plans. 

J. G. MOTHERAL 

Vice President & Manager 

BATTEN, BARTON, DURSTINE & OSBORN, INC., 

SAN FRANCISCO 
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Skillin Named 
Ad Director 


of Armour & Co. 


Packer Disbands Ad 
Departments; Installs 
Product Manager Setup 


Cuicaco, June 12—K. L. Skillin 
has been named advertising direc- 
tor of Armour & Co. and placed in 
charge of all Armour advertising, 
including the company’s food, soap, 
chemical and pharmaceutical divi- 
sions. 

At the same time, ADVERTISING 
AcE learned exclusively that Ar- 
mour has eliminated the advertis- 
ing departments in all of its major 
divisions in favor of product man- 
agers, who will perform all mar- 
keting duties for their products. 

In his new job Mr. Skillin will 
coordinate all advertising media 
plans, review all basic ad pro- 
grams, supervise all of Armour’s 
advertising, give “guidance and 
counsel” wherever needed and ad- 
minister Armour’s_ relationships 
with its agencies. 


s “We feel that there is a great 
need for coordination between the 
food and soap divisions, which do 
the large share of the company’s 
advertising,’”’ Mr. Skillin said. 

“We think we can get much 
more value for our advertising 
dollars if we know what everyone 
is doing before, rather than after, 
the fact.” As an example, he point- 
ed out that the soap and food divi- 
sions had cooperated last year on 
a television buy. 

Under the new product manager 
setup, Armour has 12 product 
managers handling food products 
and five operating in the soap 
division. The soap product man- 
agers will report to David L. 
Duensing, marketing manager, 
household soap division. The food 
product managers will report to 
individual marketing, sales or gen- 
eral manager heads of their de- 
partments. 

The product manager will per- 
form all marketing functions, in- 
cluding advertising, sales planning, 
packaging, pricing, promotion and 
labeling. They will work directly 
with the agencies in the prepara- 
tion of advertising and sales pro- 
motion campaigns. 

Under the old setup, product 
supervisors worked in Armour’s 
advertising departments and acted 
as liaison men between the com- 
pany’s sales force and the agencies. 
“They were little more than high 
paid errand boys,” an Armour 
executive said. Product managers 
will have much more responsibili- 
ty, Armour said. 


@ Mr. Skillin, who previously was 
general manager of the advertising 
and sales promotion division for 
Armour foods, has been relieved 
of all responsibilities in the food 
division. In his old job, the adver- 
tising, merchandising, consumer 


services and label design depart- | 


ments were under his jurisdiction. 
The consumer services depart- 
ment has been shifted into a new- 


ly-created new products and mar- | 
keting services division of Armour 


foods. Samuel Teitelman, formerly 
marketing research manager, will 
head the new division. 

Armour is expected to name a 
man in the near future to succeed 
Mr. Skillin as head of the mer- 
chandising and label design de- 
partments. 

William M. Galbraith, adver- 
tising manager of food products, 
has resigned and will leave the 
company June 30. Mr. Galbraith, 
who worked for Earle Ludgin & 
Co. before joining Armour nearly 


Tite 
3 
x 


| 
| 
| 
| 


K. L. Skillin 


| 
three years ago, told AA that he 
has no future plans but would like 
to return to agency work. 


® Armour began eliminating its 
food advertising department last 
July. About 27 persons worked in 
the department when it was at 
full strength. The soap division’s 
ad department was disbanded last 
year. Only the advertising depart- 
ments of Armour Laboratories, 
Kankakee, Ill., and Armour Ferti- 
lizer Works, Atlanta, will continue 
to function. 

The company’s regional opera- 
tions on the Pacific Coast (San 
Francisco) and Southeastern (At- 
lanta) and Armour subsidiaries 
will not be affected by the change. 
There also will be no change in its 
agency lineup, Armour said. + 


Some Hope Seen in 
Strike on Dailies 
in Philadelphia 


PHILADELPHIA, June 13—The 
strike by the Teamsters’ Union 
against three major dailies in this 
area went into its third week with 
some hope for a settlement. 

_The Newspaper Guild of Phila- 
delphia, which is striking only 
the Inquirer, met with that news- 


paper yesterday for the first time 
since they officially went out 10) 
days ago. They had, however, re-| 
fused to cross the teamsters’ picket | 
line when the latter first walked | 
out. 


s The Daily News continues to be 
the only paper unhindered in its 
activities. 

The teamsters also reportedly 
told the Inquirer that before they 
returned to work, the Guild alter- 
cation would also have to be set- 
tled. 

Meanwhile, the strike has hurt 
downtown department store sales 
badly. A survey of the stores in- 
dicated sales were off 15% to more 
than 30%. = 


Ad Symbols Aim to 
Gain Attention, Not 
Persuade: Daniels 


Cuicaco, June 13—The funda- 
mental function of the visual sym- 
bol in advertising is not to 
persuade but to get attention, ac- 


cording to Draper Daniels, vp in) 
charge of creative departments at 


Leo Burnett Co. 
“Perhaps this in itself is a form 


of persuasion,” Mr. Daniels said.) 
“Since, by dictionary definition, | 
inducing | 


persuasiveness involves 
one to believe or do something, it 
seems to me obvious that the most 
persuasive symbols. are 


urge to action.” 

Mr. Daniels spoke at a confer- 
ence on visual communication pre- 
sented by the University of Chicago 
and sponsored by the Art Direc- 
tors Club of Chicago and the 
Society of Typographic Arts. 


® He illustrated his talk with 
pictures of well-known advertising 
symbols, and explained how the 
words made them meaningful: 


e The Green Giant—‘This happy 
combination of pixie and Paul 
Bunyan does a wonderful job of 
visually telling you the name of 
the product. When it comes to 
persuasiveness, I think we have 
to admit that the countless words 
written about the big tender peas 
picked at the perfect instant of 
fleeting flavor have added a lot to 
the forceful name _ registration 
supplied by the symbol.” 


e Elsie, the Borden Cow—‘“The 
reason Elsie means something as 
a symbol comes from the thou- 
sands of words of publicity written 
since she stepped out of the pages 


of the Journal of the American | 


Medical Assn. and into her decora- 
ted boudoir at the New York 
World’s Fair.” 


e Rock of Gibraltar—“The 
strength of Gibraltar has become 
synonymous with the _ strongest 
possible ... Despite this, few peo- 
ple outside sailors who voyaged 
through the strait and the unfor- 


|tunate British soldiers stationed 
on the rock would ever have) 


known what it actually looked like 


|if it hadn’t been for Prudential. 
| If this symbol is persuasive, and 


the cliche rather 
representation 


I think it is, 
than the visual 
made it so.” 


e The Marlboro Man—“We added 
the tattoo to try to project the 
picture of the men who smoke 
Marlboro as successful men with 
interesting pasts ... Here I think 
the picture with the name of the 


SAMPLE—Newsstand buyers of The Saturday Evening Post will get 
a sample Band-Aid, and subscription copies will carry a photo in 
Johnson & Johnson’s three-page ad June 21 (AA, June 9). Here, 
James E. Burke (left), director of merchandising and advertising, 
and Robert J. Shaw, director of Band-Aid’s bandage division, J&J, 
check the proof. Young & Rubicam, New York, is the agency. 


| 
| 
| 
| 


those | 
which combine a memorable pic- | 
ture with a memorable thought or 
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new Servi-Center. The remaining 
run) list dealers. Grey Advertising 


COMBINATION—This color spread is part of a 3%2-page gatefold ad 
scheduled by Youngstown Kitchens division of American Standard 
Sanitary Corp. in the July 5 Saturday Evening Post to introduce its 


1% pages (in an east-west split- 
Agency, New York, is the agency. 


product does a pretty fair job of 
persuasiveness. But I think we 
add a lot to the persuasiveness 
with the simple words that say 
what we’re selling and what the 
customer gets out of it.” 


s Proper use of all elements of 
an advertisement is needed to 
make sure not only that communi- 
cation is established with the 
reader, but that the purpose for 
which the communication is made 
will be realized, according to Suren 
Ermoyan, exec vp and art director 
of Lennen & Newell, another 
speaker. 

“Intelligent use of instinct and 
faculty, through application of 
selection, arrangement and organ- 
ization, can make the total idea 
take form and incite response se- 
quences—response sequences that 
can persuade the reader to react 
favorably to the message,” he said. 

“Today, with a rapidly diminish- 
ing product difference, the visual 
symbol can become the persuasive 
ingredient that will make the 
sale,’ Mr. Ermoyan said. He 


| warned, however, that the ingred- 
|ients of an ad should be kept 
|simple to avoid confusing or re- 
|pelling the reader from absorbing 
| the idea. 


= “It seems only proper to plan 
for the cumulative sale by building 
product superiority over a planned 
period of time in simple terms,” 
he stated. “This kind of advertising 
can inevitably gain the stamp of 
clarity and honesty.” 

Mr. Ermoyan also called for the 
emergence of new creative person- 
alities, “who will first create and 
then express their authority, rath- 
er than just relay information. 
Since a lot of us have been guilty 
of pleasing the client, rather than 
genuinely counseling him, our role 
as art directors and designers can 
be truly fulfilled only if we are 
permitted to dramatize the mes- 
sage with compelling pictures and 
layouts that will reach out and 
sell the masses.” # 


California Beef Council Names 
Hoefer, Dieterich & Brown 

Hoefer, Dieterich & Brown, San 
Francisco, has been appointed to| 
handle advertising for the Califor- 
nia Beef Council, with an annual | 
budget of approximately $300,000 
financed by a 10¢ a head of cattle 
voluntary assessment of ranchers, 
dairy men and feeders. Media and 
campaign plans are being devel- 
oped now. A total of 40 agencies 
made presentations to the Beef 
Council, which has headquarters 
in San Francisco. 


Chemagro Boosts James 

W. Scott James, eastern region- 
al manager of Chemagro Corp., 
Kansas City, Mo., manufacturer of 
agricultural chemicals, has been 
appointed Chemagro ad manager. 
He will also continue as eastern 


regional manager, 


SMI Ads to Deny 
Soaring Living Costs 


Involve Food Prices 


New York, June 13—Irked by 
newspaper headlines reporting all- 
time highs in the cost of living in- 
dex, 750 members of the Super 
Market Institute are planning a 
newspaper advertising campaign 
which will point out “the true 
facts.” 

The ads will state that the Bu- 
reau of Labor Statistics index does 
not truly cover the food purchas- 
ing habits of the typical consumer. 
They also will say that the index 
covers only 80 food items—two of 
which (home delivered milk and 
restaurant food) are not sold in 
supermarkets. The campaign also 
will point out that the index does 
not take into account the 6,000 
items which are sold in supermar- 
kets. 

Prepared by Thomas Patrick Mc- 
Mahon Inc., SMI pr counsel, the 
ads include such headlines as 
“Choose meals 23% lower than 
last year from among 6,000 items,” 
“Consumer’s price index soars... 
but smart shoppers can still save 
as much as 25% over last year’s 
prices,” and “Here’s a meal you 
can buy this week for only $3.93— 
25% lower than last year.” 


# Insertions will take their cue 
from an SMI survey which showed 
that “careful shoppers” could feed 
their families for less despite 
“soaring prices” reported by the 
BLS. The 750 SMI members in the 
campaign operate about 7,000 su- 
permarkets in all parts of the U. S. 
The ads will appear in local news- 
papers. + 


Shaul Succeeds Sullivan 
as Ross Roy Senior VP 

Ross Roy Inc., Detroit, has elect- 
ed William W. Shaul senior vp to 
succeed Carroll F. Sullivan, who 
will retire June 30. Mr. Shaul, who 


William W. Shaul Carroll F. Sullivan 
joined Ross Roy in 1946 and was 
elected vp in 1951, will direct all 
merchandising and sales training 
programs that the agency develops 
for its clients. 

Mr. Sullivan, who has been 
group supervisor of Chrysler Corp. 
passenger car merchandising at 
Ross Roy since 1947, plans to take 
up residence in San Francisco upon 
his retirement, 
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Who put the toothpaste 


fe in Mrs. Babington’s ; 


bathroom cabinet? 


Mrs. Babington is a typical Chicago suburban housewife. 
A look into her bathroom cabinet would tell you 

whose toothpaste she buys—and something about other 
brand positions in this market. But not enough! 


ii teal tata To keep you fully informed on the brand preferences 
3 of Chicago and suburban families, the Tribune 
conducts a continuing study of their buying, and issues 
bimonthly reports of purchases. 


Why does the Tribune go to all the trouble and expense 
of compiling this information? 


Because the Chicago market is different. And the Tribune 
makes it its business to know how and why it is different. 


i Eee Ss Re The Chicago Tribune is a different kind of 
oe Ge ue selling force, too. It has more readers. Carries more : 
| advertising. And makes more sales in the Chicago market 
eae ey than any other medium. 


Chicago really takes the Tribune to heart. 


es Some people praise it. Others berate it. But almost 3 
Pees 2 no one is indifferent to it. In Chicago and suburbs, the 
; Tribune reaches as many people as the seven top 
weekly national magazines combined! More than 6 times 
as many Chicagoans read it as turn on the average 
evening TV show. And 5 out of every 10 advertising dollars 
spent in Chicago's four newspapers go into the Tribune. 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 
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The Editorial Viewpoint ... 


NIAA's New Challenge 


The National Industrial Advertisers Assn. met the problems im- 
posed on it as an association by the proposal for an International 
Society for Industrial Marketing with great fortitude, and, we think, 
with considerable wisdom at the annual convention last week. 

The ISIM proposal was shelved without being directly voted upon 
(advance commitments of voting delegates from their chapters 
would have insured its rejection if it had come up for a vote) and 
without splitting the NIAA into irreconcilable camps. 

As a matter of fact, it is a strange result of the debate over ISIM 
that the rank and file membership of NIAA seems to bear more af- 
fection for, and show more interest in, NIAA now than it has done 
for several years. The proposal to abandon NIAA as it presently 
exists and use it as the nucleus for a new ISIM seems to have done 
more to solidify feeling behind the existing association than any- 
thing that has occurred in recent years, when members generally 
have not been too happy about the general conduct of their associa- 
tion affairs. 

But this does not mean that NIAA can simply go along as it has 
been going. The ISIM discussion this year, and the ill-starred efforts 
to produce an association-sponsored media data file last year, have 
stirred up the membership to the point where no status quo kind of 
operation will be enough to satisfy anyone. 

NIAA needs more funds for operating, as it has before, and the 
solution of this financial problem remains the first order of business 
for the association. It also needs, probably, more freedom in which 
to operate—and this again means primarily more funds with which 
to operate. The solution seems to lie in the ultimate development 
of some plan for company memberships which will not drive all 
existing members of the association out into the cold, and at the 
same time will be salable in sufficient quantities to provide needed 
funds. 

The association must also and inevitably become somewhat broader 
in its approach to industrial marketing problems, even though it 
remains primarily an advertising association. The “marketing con- 
cept” is with us, whether we will or no, and an advertising asso- 
ciation can’t ignore it, even if it should want to. 

NIAA, with 4,475 members, is the largest individual membership 
organization of advertising people. We hope it will develop a pro- 
gram of development—not excluding many of the fine proposals 
in the ISIM kit—which will enable it to get started down the road to 
important progress. 


How to Handle Co-op 


At a recent workshop of the Assn. of National Advertisers, G. P. 
Karle Jr., advertising manager of W. A. Sheaffer Pen Co., and Harold 
Boxer, advertising manager of Fedders-Quigan, debated whether 
it is better to have your advertising agency handle your cooperative 
advertising program, or whether you should do it yourself. 

This, like the answer to so many questions, is one of those “it all 
depends” things. In some cases it will work better one way; in others 
the opposite may be the case. 

We'd like to suggest, however, that there are two initial problems 
that must be solved before it is even possible to decide which is the 


—Robert M. Shackelford, Cargill & Wilson Inc., Richmond, Va. 


“Since he started contacting our biggest account, they’ve nicknamed 
him the ‘knee-patch man’.”’ 


The first is the matter of paying for it. If the agency is not going 
to be adequately reimbursed for handling co-op, but instead is going 
to be expected to “throw this service in” as part of its job of handling 
commissionable advertising, then probably the agency can’t do as good 
a job on co-op as the advertiser can—for the simple reason that do- 
ing a job costs it money. 

The second is the matter of company policy with regard to co-op. 
Is this regarded by the company really as advertising, or is it really 
an extra sales discount? If the co-op program is a 100% advertising 
program, designed to produce advertising time and space, then per- 
haps the agency can handle it better than the client. But if allow- 
ances are largely determined by the sales department, and have very 
little direct relationship to advertising as such, you’d better keep the 
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program as close to home as you can. 
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What They're Saying... 


Remember the Appetites 

The food industry is looking to- 
ward the expanding needs of a 
growing population. The whole in- 
dustry is intent on . upgrading 
American tastes and desires, at the 
same time that it sells more vol- 
ume. This combination of product 
and service commands more mon- 
ey in the marketplace, and it cre- 
ates more jobs as the consumer 


is convinced of the added benefits | 


that accrue for him as a result of 
commodity upgrading. . . 

The current business adjustment 
will actually become a springboard 


for a sprint into the future, if we) 
keep foremost in mind the appe-| 


tites of the consumer and the cap- 
ital needs of our businesses to 
keep those appetites satisfied. The 
food industry is moving toward 
that dual goal with boldness and 
spirit. 

—Elmer Bullis, chairman of General 


Mills, speaking at the Economic Mo- 
bilization Conference in New York. 


We've Got Plenty of ... 

We may lack a few of the re- 
finements of Rome’s final deca- 
dence, but we do have the two- 


/hour lunch, the three-day week- 


end and the all-day coffee break. 
And, if you want to, you can buy 
for $275, a jewelled pill box, with 


a coal 
7. 7 


|of letting customers choose be- 


a built-in musical alarm that re- 
minds you (but not too harshly) 
that it’s time to take your tran- 
quilizer. 
—C. H. Brower, president, Batten, 
Barton, Durstine & Osborn, at the 23rd 
convention of the National Sales Ex- 
ecutives. 


Success Has Spoiled... 
Success has spoiled a lot of good 
people, particularly those in the 
marketing end of the business. A 
lot of us, who have been in this 
marketing business for many years, 
know that some of the late-comers 
only had to climb aboard, after 
World War II, for a free ride, and 
the temporary success of these 
late-comers in food marketing par- 
ticularly, is going to be put on 
trial, if things get as tough as some 


of the guesstimators seem to think. 
—Val S. Bauman, vp, advertising and 
merchandising, National Tea Co., at 
American Marketing Assn. meeting in 
Chicago. 


Stunt of the Month 
A Grand Rapids, Mich., re- 
tailer has come up with the idea 


tween trading stamps or a 2% dis- 
count on total purchases. One 
checkstand is turned over to those | 
who buy without stamps. 


—Nargus Reports to Retailers, June 
issue of NARGUS Bulletin. 
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| Rough Proofs 


The U. S. pavilion at the Brus- 
sels exposition has been criticized 
on various counts, but the one 
that will get quick action is that, 
believe it or not, there is no base- 
ball exhibit. 


The differences which developed 
between Martin and Charles Rev- 
in the management of the 
Revlon cosmetics business seem to 
cast doubt on the idea that blood 
is thicker than Clean and Clear. 


A sample of Band-Aid will be 
affixed to the Johnson & Johnson 
three-page ad in June 21 news- 
stand copies of the Post, thus giv- 
ing Old Subscriber a chance to 
write in complaining that he was 
short-changed. 


You’re a real old-timer if you 
can recall the 1908 poster recently 
reproduced by Outdoor Advertising 
Inc., “Watch the Fords go by.” 


Fred B. Tarter, 15, personally 
demonstrates the importance of the 
teen-age market by operating an 
advertising agency, and before you 
start laughing, please note that he 
has some clients. 


Margot Sherman, the AFA ad- 
vertising woman of the year, says 
women who want to get ahead in 
advertising should “look as good as 
they can.” 

This applies to women who want 
to get ahead, period. 


Curacao doesn’t like to have 
liqueurs not produced on its island 
called by its name, but consumer 
ignorance being what it is, the only 
remedy may be a form of commu- 
nications known as advertising. 


“No one in the food business,” 
notes the CBS Television Net- 
work, “does more advertising than 
General Foods.” 

And right on cue GF comes up 
with a neat figure for fiscal 1958 
expenditures of $87,000,000. 


Maybe the recession had nothing 
to do with it, but anyway the 
Associated Business Publications 
elected as its chairman Leo Wil- 
liams, an advertising sales execu- 
tive. 


Western Union’s survey service 
hands out the practical advice to 
prospective customers to wire it 
collect. And this doesn’t mean try- 
ing to reverse the charges on a 
phone call. 


Father’s Day was a great senti- 
mental and commercial success, 
and Father enjoyed it so much that 
he will gladly pay the bills he re- 
ceives July 1. 


A midwestern agency looking for 
a copywriter says it has a hard 


| working, fun loving group of peo- 


ple. 
Which angle gets the emphasis? 


Copy Cus, 
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“delivers velocit 


) 


and volume’ 


P Says L. B. SMITH, JR. 


President of Thorofare Markets, Inc. 


One of America’s truly important supermarket Z 
operations . . . with 57 stores . . . in Pennsylvania, 
Ohio, and West Virginia 


In these days of self-service shopping, getting your product prominently displayed is 
of greater importance than ever. What could better prove THIS WEEK’s effectiveness as 
a “good shelf space getter’’ than the following statement from Thorofare’s president. 


Mr. Smith says: 


€¢It has been our experience that a good product advertised regularly in THIS WEEK 
Magazine is thoroughly ‘pre-sold’ to the consuming public. That is why it gets good shelf 
position in our stores. We know in advance that THIS WEEK-advertised brands deliver the 
velocity and volume so necessary in this era of high speed mass merchandising. 


“Certainly, Thorofare has a high regard for THIS WEEK as an advertising medium for 
any manufacturer who wishes to be continuously on display before our customers with 
dominance and impact.99 : 


Top grocery men all over the country will tell you: If you want merchandise to move out of your stores 
with velocity and in volume, you want THIS WEEK at the top of your advertising schedule. 


Your advertising is read by more people in THis WEEK MAGAZINE than in any other publication. 
12,000,000 families read THIS WEEK every week. Your advertising in THIS WEEK gets heavy 
newspaper coverage combined with high magazine readership . . . at a very low cost per 
thousand. THIS WEEK is today’s most powerful selling force in print. 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun * The Birmingham News * Boston Sunday Herald « Buffalo Evening News* « The Charlotte Observer * Chicago Daily News « The Cincinnati Enquirer * Cleveland Plain Dealer « The Dallas Morning News * The Denver Post 
Des Moines Sunday Register « The Detroit News « The Houston Post « The Indianapolis Star « The Jacksonville Florida Times-Union « Los Angeles Times * The Memphis Commercial Appeal « The Miami News « The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orieans Times-Picayune-States « New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star * The Philadelphia Sunday Bulletin * The Phoenix Arizona Republic « The Pittsburgh Press * Portland Oregon Sunday Journal « Providence Sunday Journal 
Richmond Times-Dispatch ¢ Rochester Democrat and Chrohicle * St. Louis Globe-Democrat « The Salt Lake Tribune * San Antonio Express and Sunday News * San Francisco Chronicle * The Spokane Spokesman-Review * The Syracuse Post-Standard 
The Washington Sunday Star ¢ The Wichita Sunday Eagle *Effective October. 1958 
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A scene from ‘‘ Assignment: Junkie’s Alley,”’ 


one of the series of powerful documentary-styled 


dramas presented by Armstrong Circle Theatre. 
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ARMSTRONG 
COVERS 
AMERICA «<< 


Armstrong Cork will start its 31st year in network broadcasting and 
its ninth in television by concentrating its entire television advertising 


effort on the CBS Television Network, where it has just renewed its 


notable series of hour-long actuality dramas. 


Armstrong Cork’s leadership in its field is grounded in a firm conviction 


about the sales effectiveness of television. This conviction is reflected 


not only in the character of its programming, but in the expressed 


attitude of the Company itself: 


‘*People who purchase Armstrong products do so at long intervals, which 


is why we are primarily concerned with the impact of the program itself 


as well as its commercials. This means putting quality ahead of quantity 


— program character and audience composition ahead of audience size— 


since Armstrong is sure to reach everybody over a span of years. A good 


program can contribute to the impact that its commercials have on the 


audience, and thus become allied in the viewer’s mind with the sponsor’s 
product. We find the CBS Television Network a particularly effective 
frame for delivering this impact.” 


It seems clear that the CBS Television Network is delivering the same 
kind of impact for other advertisers as well—including General Foods, 
Westinghouse, U.S. Steel and Prudential. 


Like Armstrong, they have announced their renewals on the network 
that for 68 consecutive Nielsen Reports has been delivering the largest 
nationwide audiences in advertising. CBS TELEVISION NETWORK 
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TUMMLDIATE WPT 


EFFECTIVE JULY 1, 1958, THE TOTAL 
ANNUAL INCOME OF THE MILITARY 
CONSUMER MARKET WILL INCREASE TO: 


$10,523,000,000 


BUREAU OF THE BUDGET EXPENDITURE ALLOCATION 
FOR PAY AND ALLOWANCES OF MILITARY PERSONNEL 


DEFENSE DOLLAR 


One important area of the American economy is unconditionally 
expected to expand—immediately: The gigantic, global military 
consumer market. Only one network of advertising media can 
reach, influence and sell this “military city” of approximately 
ARMY TIMES 5,000,000 youthful servicemen and dependents: The globe-circling, 
NAVY TIMES top-circulation TIMES Service Weeklies and their associated pub- 
lications. Supply their demand and build your name brand—now 
—through the sales promotion power of ARMY TIMES, AIR 


FORCE TIMES, NAVY TIMES and their three affiliates. 
Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


ARMY TIMES PUBLISHING CO. 


2020 M Street, N.W. © Washington 6, D.C. 


U. S. OFFICES: Boston, Charleston, $.C., Chicago, Dallas, Detroit, 
3 Miami, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Utilities Group Joins AAW 

The Public Utilities Advertis- 
ing Assn. has joined the Advertis- 
ing Assn. of the West as an as- 
sociate member, and Robert R. 
Gros, ad manager of Pacific Gas 
& Electric Co., San Francisco, has 
been elected a director on the 
| AAW board to represent the utili- 
ties group. Irla Hjerpe, treasurer 
of the Oakland Advertising Club, 
| has been elected associate vp of 
|the 4th District, Advertising Assn. 
lof the West. 


Sunbeam Tests Ad Coupon 
Sunbeam Corp., Chicago, is test- 

|ing an advertising program where- 

| by dealers get coupons good toward 


| payment of ads. Coupons worth 60¢ | 


‘are given with six irons; a per- 
‘colator rates a 90¢ coupon, and 
a $1.20 coupon accompanies a Mix- 
|master. Dealers send proofs of ads 
along with the coupons to the fac- 
tory, and are then reimbursed. The 
plan is being tested in Philadel- 
|phia, Buffalo, Omaha and Wash- 
ington. 


We are pleased 


to announce 


as our 


the appointment of 


SAWYER - FERGUSON - WALKER - COMPANY 


National Representatives 


EFFECTIVE JUNE 1, 1958 


The Grand Rapids Press 
The Grand Rapids Herald 


GRAND RAPIDS, MICHIGAN 


Advertising Age, June 16, 1958 


‘Babbitt Soaps Up 
N.Y. Consumers with 


‘Free Subway Rides 


| New York, June 10—A soaped- 
| up subway system may be in sight 
|for New Yorkers starting next 
month when couponing in the soap 
|business gets off to a wheeling 
| start. 
| Denizens of the local transit lines 
were busy working themselves up 
into a lather today, for come July 
|1, they’ll be able to trot over to 
the corner grocer, buy three pack- 
| ages of Babbitt soap products and 
| use the three coupons to buy a 15¢ 
| subway token or as bus fare. 
Marshall Lachner, president of 
B. T. Babbitt, is credited with com- 
ing up with the idea. Basically it 
is a 5¢-off deal with a twist that 
has captured both the public’s and 
the trade’s imagination. The soap 
maker will give the Transit Au- 
thority 5¢ for each coupon turned 
in. The authority is pleased with 
the deal, since it will cost nothing 
to the authority and it may attract 
more passengers to use the ailing 
system. 


= Babbitt plans an advertising 
campaign in newspapers, radio, 
television and on the transit lines 
as well as in store displays. Theme 
of the campaign is “Buy Three— 
Ride Free.” The redemption period 
will run through Dec. 31. Brown 
& Butcher handles the account. 

The company reports it has al- 
ready been approached by other 
organizations looking for tie-in 
possibilities and that grocery 
chains are showing considerable 
interest. Reactions to the soap cou- 
pons from subway change takers 
and bus drivers might be described 
as somewhat abrasive. 

One adman who remembered 
Mr. Lachner from his days as head 
of Pabst Brewing Co. commented 
drily: “Why didn’t he think of this 
when he was in the beer busi- 
ness!” + 


Hixson & Jorgensen Gets 
IT&T Industrial Division 

Hixson & Jorgensen, Los An- 
| geles, has been appointed to handle 
advertising for the industrial prod- 
| ucts division of International Tele- 
|phone & Telegraph Corp. The 
| division recently consolidated sev- 
eral units at its San Fernando, Cal., 
site. Initial promotion will be for 
industrial and closed circuit tele- 
vision systems, the agency said. 


Direct Mail Spending Up 
Advertiser spending on direct 
mail during the first four months 
of 1958 totaled $5,000,000 more 
than in the same period in 1957, 
|the Direct Mail Advertising Assn., 
| New York, has announced. Accord- 
|ing to DMAA, spending through 
May, 1958 totaled $577,918,195, a 
jump of $5,003,524 over the same 
period in 1957, when direct mail 
advertisers spent $572,914,671. 


Gram Joins EWRR 

Curtis Gram has joined the re- 
search department of Erwin Wasey, 
Ruthrauff & Ryan, Chicago. He 
formerly was a research project 
director at North Advertising, Chi- 
cago. 
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IT’S THE FIT THAT MAKES THE DIFFERENCE 


Lots of advertisers appear in more than one 
medium. Few manage to fit a variety of media to 
their needs as artfully as Sealtest. 


Product by product, Sealtest markets vary. So 
does the timing of seasonal promotions of cottage 
cheese, a full line of milk products and exciting new 
ice cream flavors. 


To merchandise to the hilt each promotion at 


N.W. AYER & SON, INC. 


PHILADELPHIA . NEW YORK ° CHICAGO 


DETROIT 


the right time in the right markets, Sealtest uses 


newspapers, magazines, outdoor and “Shirley 
Temple's Storybook” on network TV. Each medium 
is made to fit precisely the marketing and schedul- 
ing pattern of each Sealtest promotion. 


Not so easy as it sounds. But it's one reason sales 
for the Sealtest Division, National Dairy Products 
Corporation,* continue to climb, year after year. 


*Our client since 1942 


SAN FRANCISCO HOLLYWOOD 
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Alcoa Wrap Promotes Labels | 
Inserted in Packages 
Each box of Aluminum Co. of 
America’s Alcoa wrap marketed 
during the summer months will 
carry an insert of 20 gummed la- | 


bels to mark foil-wrapped pack- | 


ages for freezer, cupboard or clos- | 


et. The labels, using an adhesive 
which will stick to aluminum foil 
in sub-zero temperatures, are 
printed in color with identifica- 
tions such as fish and cold cuts. 
Half feature blank spaces for 
marking special items. 

Alcoa will promote the labels on 
“Alcoa Theatre’ and in Better 


Homes & Gardens, Ladies’ Home 
Journal, Reader’s Digest, Sunday 
supplements, tv spots and newspa- 
pers. Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. 


Harding Becomes Consultant 
Jack Harding has organized a 
new merchandising consultant 
company with offices at 4520 North 
Central Expressway, Dallas. Mr. 
Harding joined the staff of Tracy- 
|Locke Advertising, Dallas, in 1954, 
|as account executive. He served as 


jaccounts and also as the agency’s 


| public relations director. 


Sullivan Elected President 

Wynn T. Sullivan, advertising 
merchandising manager for the 
fixtures operations of Sylvania 
Lighting Products, Wheeling, 
W. Va., a division of Sylvania Elec- 
tric Products Inc., has been elect- 
ed president of the Wheeling Ad- 
vertising Club. 


Valenstein Leaves Levyne 
Murray A. Valenstein, vp and 

account executive, has resigned 

from S. A. Levyne Co., Baltimore. 


merchandising manager on food! He will announce his future plans 


in late fall when he returns from 
a European trip. 


IRE always remembers the man. in radio-electronics, 
W. R. G. Baker is a man whose name is synonymous with 
progress. IRE acknowledges Dr. Baker's leadership with the 
Founders Award which is bestowed only on special occasions 
to its outstanding men. Here, progress is paramount. The rec- 


ord of the men who make this progress is kept by 


THE 
Adv. 


Dept., 
Chicago ° 


The Institute of Radio Engineers. 


On the advertising pages of Proceedings your products and services also 
become part of the record of radio-electronics. It will help the man remember 
= you if he sees your sales message in his own professional journal. Remember, 
if you want to sell the radio industry, you've got to tell the radio engineer! 


Proceedings of the IRE 


INSTITUTE OF RADIO ENGINEERS 


72 West 45 Street, 


Cleveland «+ San Francisco * 


New York 36, 


N. Y. 


@ 


Los Angeles 


Advertising Age, June 16, 1958 


Getting Personal 


LINCOLN A-Z ARB SURVEY 


JANUARY, 1958 


YOU'RE ONLY 


HALF-COVERED 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoln-Land? 


IF YOU DON’T USE KOLN-TV! 


There are just two big markets in Nebraska, To reach 
both markets, you have to use a TV station in each. 


The only station that fully covers Lincoln-Land is 


Viewed Most Viewed Most KOLN-TV. With 232,397 TV families in 69 counties, 
Before 6:00 P.M. After 6:00 P.M. it’s well worth covering! 
KOLN-TV 29% 48% 
Station B 21 19 Ask Avery-Knodel for all the facts on KOLN-TV—the 
Station C 16 13 Official Basic CBS Outlet for South Central Nebraska 
Station D 4 9 and Northern Kansas. 
. ° . 
wr The Felyer Slalions CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


WKZO-TV — GRAND RAPIDS-KALAMAZOO 


WKZO RADIO — KALAMAZOO.-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 

WIEF-FM — GRAND RAPIDS-KALAMAZOO 

KOUN.TV — LINCOLN, NEBRASKA 
Associated with 

WMBD RADIO — PEORIA, ILLINOIS 

'WMBD-TV — PEORIA, ILLINOIS 


Avery-Knodel, Inc. 


Exclusive National Representatives 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Carr Liggett, Cleveland agency president, wrote the book, lyrics 
and music for “The Squirrel Cage,” a musical comedy performed by 
students at Ohio University, Athens, O... 


Frederick C. Noyes, head of Noyes & Co., Providence agency, is 
the new president of the Greater Providence Chamber of Com- 
merce—elected June 5... Franz D. Wolff, ad manager of the 
Record, Chelsea, Mass., received his Master of Business Administra- 
tion degree from Boston University at commencement exercises 
June 8. His thesis was a market research project titled, “A Study 
to Determine When an Area is Ready for a Metropolitan Type Daily 
Newspaper.” . . 

Bill Kirkland, head of W. S. Kirkland Advertising, Chicago, shot 
his second hole-in-one a couple of weeks ago at Winnetka Country 
Club. His first thriller was several years ago during an admen’s 
tournament at Rolling Green. . 


Russ Johnson, ad manager of the Westinghouse tv and radio divi- 
sion, Hal Davis, vp of Grey Advertising Agency, and Richard Pack, 
vp of Westinghouse Broadcasting, took off by plane recently to 
hear Benny Goodman at the Brussels fair. Goodman will record a 
special album for Westinghouse... 

Chandler P. Young, pr director of Kaiser Industries Corp., Henry 
J. Kaiser Corp. and Kaiser Services, was honored for ten years’ 
service with the Kaiser organization at a luncheon June 10 in Oak- 
land, Cal... 


WINNER—Loren Dorman, advertising manager, Weyerhaeuser Tim- 
ber Co., took the top award at the second annual golf tournament of 
the Tacoma Advertising Club, to which Seattle Advertising Club 
members were also invited. Left to right are Don Loth, Cole & 
Weber, Tacoma, golf chairman; Bob Lyte, Tacoma News Tribune; 
Jim Kramer, Heidelberg Brewery; Jim Jumonville, Acme Press, 
Seattle; Loren Dorman; and Jack Nichols, Day’s Tailor-d Clothing. 


Vance W. Shelhamer, who heads Shelhamer Advertising Agency, 
Yakima, Wash., has been named chairman of the advance gifts divi- 
sion of the Yakima United Good Neighbors drive. . . 


Gordon Iles, account exec, Cappy Ricks & Associates, Seattle, 
accepted a belated award at the June 3 meeting of the Seattle Ad- 
vertising and Sales Club, presented by the Seattle-King County 
Safety Council as “highest 1957 award for traffic safety.” The 
award was accepted for the Advertising Workshop committee, of 
which Mr. Iles was chairman and which planned and carried out 
a full-scale traffic safety campaign last December. . 

John West, president of West-Marquis Inc., Los Angeles, has 
been honored by election to membership in the Alaska chapter 
of the OX-5 club, which has as a membership requirement pi- 
loting experience in aircraft powered with the World War I OX-5 
engine, which was widely used in the mid-’20s and early ’30s. Mr. 
West’s flying experience dates back to 1927 when he was co-operator 
of a one-airplane flying school while attending college in Oregon. 
He is also a member of the aviation committee of the Los Angeles 
Chamber of Commerce, a member of the Los Angeles Sheriff’s 
Aero Squadron, and a past president of the Southern California 
chapter of the National Aeronautic Assn, . . 

Robert A. Hardt, exec vp for marketing at Hoffmann-LaRoche 
Inc., Nutley, N.J., has been awarded a distinguished service award 
from his alma mater, the University of Nebraska. He also became 
a honorary doctor of science in ceremonies at Massachusetts Col- 
lege of Pharmacy... 

Mr. and Mrs. Hal Duchin have announced the birth of a boy at 
Booth Memorial Hospital, New York. Pop’s a BBDO space buyer. . . 


Ed Casarella of ABC’s art department made the June 2 issue of 
Time magazine with one of his prints. Tagged “Signal,’’ the work 
was displayed at a national print show at Brooklyn Museum and 
was later purchased by both the magazine and the museum.. . 


Roberta Gerke, pr director of The Robert Dollar Co. and Globe 
Wireless Ltd., San Francisco, is on an 18,000-mile good will tour 
by air through Europe in behalf of the Capt. Robert Dollar World 
Trade Library founded last year by R. Stanley Dollar as a memorial 
to his father. . . 

Big time in the life of Bowman Creer, vp and co-manager of 
Campbell-Mithun in Chicago. His first grandchild—named Julie 
Ann—was born on May 25 to Bo’s daughter, Kitty Forslund .. . 

A. C. Naeckel, president of L. W. Ramsey Advertising Agency, 
Davenport, Ia., and Dr. Leslie G, Moeller, director of the Iowa State 
University school of journalism, picked Don Bekemeier of Eldora, 
Ia., leading junior student in the journalism school, as the 1958 L. W. 
Ramsey internship winner. The internship includes practical expe- 
rience in all phases of agency work during June, July and August... 


; 5 Bess e _ ugllivesc Daaad Salome pet" a . ssp eae “at a e 2 pias in ea Bigot 7 f ore an eee Bey, oe EY ie y 
oo capi AP Ma, (ee eRe Sere eee Pee eee pee ee La ree | oe me lee Se 22, SaaeeaN: eas! eee ae Spgs 
UR eee es. ae sl ion: ie ge. Tae ee , ee ee ee aa im 
eh ; a are ae = ne ie Ae me ¥: tad ¥ a ea ite cs pies cates aie se Uhsbaseres ty ; Es carpet gee 
“are pee pe es aa 2 fey : - * pa ent” acini pA AM ae ae SR 
- — —— ny 
: | I 
: | 
ag Ui 
| a | | 
/ | ‘ 
> 
7 ; 
| 
s 
— be 
ae | 
ra 
arg 
: eee 2 a 
i gi ee 
ee 
a 
cen 
fre Z Ce — — 
ie Ae eee 
3 * ¢) x 
Sy Se F . . 5 
ee ae : = 
oa ; 
haa 9 
ie sg d j 
re te oe, oe 
one e , Ne 
pmbein' ae 
Pale. oe ; 
ei ee 2a mS) 
Lee " . ee 
4 - = 7 an 
cael el a We. 
ater aime 7 
sos da dearth ri,’ ” 
sa aia ‘ ry, - tn cous, COMM al eae aan 5 a 
ae 2 2 a — —  -. 
, an owe ar ae aaa sangeet esa Setar . i . Ie 
liad ee ee acs a t ar ergs aise Peete ot ee Formate ess — : 
= aoe = a ae 2, NR 027 pa Wee we or a ss ee 
eee Proceedings aie zh i a = a a : a se 
ea -, —_ ; = rot A ae : 7 eS (% - 
gh ai _ 0 | en keer OC or _ } 
Bone OO eee eee > aa y ek ee a ee \e q 1 
ae i an oy: _ = , ai — | q be a 
be aut reas os Bee cue : petit 
oh inb ot Sik a aie re : 1 ¥ PSS ; Lo 
sted ; ¥ , y ; WM 
satan ” we CesT ;SCCSCCé 4 ‘e saa at HTH} 
fi aes ie. ee ae . A ij 
ee er —a Plt, a Ss a fi ‘ A j 
ne eee | a , ™ 
ae i » Bee r i : | 
er - Ag ies . 
Bree ; one pire : . j 
pt PS OR SE i ee te a x wi = \ ; LL Po 
=a P \ ‘3 AAS, a ’ \ ‘s a 
ae ¢ 1 J Nar Ae ? ’ 
ciate " . & sp ge e , | 
eet . ~ ie aa : H 
pent , ) 2 m * - 
fis > MNS 
Lars ee é hy Ail . my 
me rhe A 
age ¢ te 
fe ee 
se ole : ] 
Jaa - 
a tea | 
bir ae 
SoS ua 
” ee | 
ee 
\ : 
ae atl J \ 
ae open 1 
ag r | i yF* 
pte alert >A 
Leg gee. * 
rah hae " ] 
ey if com 
53 yay - . 
Nay Wo 
a > ff Sey Oe SCE De : 
: = e 3 Sh ey SRN a 3 
ye : ee peor nate _ ea 
4 : Coc an AREA poe } 
ah f ‘: Poe | ee 
fal eS not - ioetan® ji 
be = . — LINCOLN. 
ae: : Ce i aS ® 
weal | ie Vee. 
meer ease 9 Se ’ = 
t 4 PRES Ar : 
—s - 
" , Po 
ey ge » 
Re 
a es | 
ae | 
= ae 
a ee y 
eee. — 
Steen } 
“Page | 
Laer 
Sars 
sapa ; 
Be hen | 
her ted 
Tae 
ie 
Vee 
ten 
Site 
ey 
mete et 
"Seats 
as. 
ane 
po ky 
7 3 
ie Po eee CCE 
i ee — 
at th | 
BL yahe 
s+ 
Sa are 
ere ? 
a | Re ‘ 
Rta . ‘ a “ ; ~ 
ee ; aes, sate ae pet oe: Apa Sa Leys a OB EES Ge eee Oar eM ok ph, ene on peat seg ao eo es 
eas a = ages BME, eae Le eae egies). | 5 era aier a a er Sammie ct 8, mine gO co Rae SAIS Ce eee ie meet Co EER eee ea ial lee RO pletiees Ranney IS VIE is rere. 4 Araneae ck ime ce Set i 
a ee. T.-L meee Re eh ala ee ania ae 
Bee > a Joa eights? : ida ee ee hr nies cole SG eae Ret ras lag tng ak! Lervesgrecee ears rites reel Ne GAP EE cS Regs ARR Bo). aaa siete tal a ae 
aa. rs ‘ Let eR ecee ee emer tS . AL ei ie eee Soe 8 ee ee Sap oo Lie, EEA oh icc 41 eal ae aS ae cs Ra MOE a Sr eS Meee Me Ee ae re pean cela fae en est as Bhs as) 1 el ee i eee Coa 
: SF eS CREDLE FOERIS 7 ia, he Ree cs, “ye Sages > Teste ge hia fala eae oe es aah Sag es gk Sito eee eet oe eee re le ae dae piece ov a eae 2 Seg 2 ale rey ere ea Ss oe eee - A. ogg aee by PS 
< pci eee eri es et pi oh eae 2 : 3 eS RN ee Ren os Pg Tle a eae ame ee ee emt ng as agen te Ge oo "hg Seat Se ae eee 
ee Net Me Br et Ee 


Only four newspapers 


; 
¢ 


in the top 10 U. S. markets 


have 80% or more daily and 


Sunday home delivered circulation 


in the city and retail trade zone- 


one of these is 


The Washington Post and Times Herald 


Represented By: Sawyer, Ferguson, Walker Co.—New York; Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles, Seattle; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 


and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel-and Resort adv. rep.—West Roxbury, Massachusetts; Lou Robbins, New York; a be 
and New Jersey Hotel and Resort adv. rep.—1265 Broadway, N.Y., N.Y.; Puck The Comic Weekly; A. R. Lerner—Paris, France; Robert S. Fariey—Financial : aes 
Representative in New York. a 
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American Metal Products’ Board Chai Fred Matthaei li a fast busi inti y to pilot, as his personal helicopter rises from his Ann Arbor, Mich. estate. Photo by Carter Jones. 
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The whirlybird 
gets up early in 


the busy week 


Weekend diversions are done... Monday 
dawns with bright-eyed promise... Fred 
Matthaei begins his business rounds. . . 


The difference between Business Week and general 
magazines is the difference between Monday and 
Saturday ... the excitement’ of active, on-the-job 
*minutes versus the calm of passive, “‘take-it-easy”’ 
hours. This is why Business Week is its own man — 
the management man — and not a “something-like- 


something-else”. Other magazines that can do other 


things better have neither time nor space (nor obli- 
gation) to do what its editors do so well: to balance 
the books for the week just past . . . to report current 
business on all fronts — production, marketing, 
money, labor, Washington, the World . . . to get its 
busy readers “up early’. This is why executives like 
Fred Matthaei, Chairman of American Metal Products, 
read Business Week — why it 


offers the greatest manage- 


Berets 


ment readership per advertis- 
ing dollar among general- 


business and news magazines, 


You advertise in Business 
Week when you want to in- 


fluence management men. 


A McGraw-Hill Publication: Member Audit Bureau of Circulations 
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In good times or bad 
.. + food 
always 


comes first! 


This year, despite sharp cuts in spending for most consumer products, food store sales 
are 8-10% higher than ever before. Food advertising is soaring too . . . over $1% 
billion annually, with all major media getting a sizable share. Make certain you're 
swimming with the tide; concentrate your promotion on America’s biggest, most 
rewarding, most stable advertising market. And, for the most positive results, use 
Food Field Reporter . . . the one great publication that delivers mile-deep executive 
penetration, both at headquarters and field sales levels, in 95% of the industry's 
advertising firms. 


The marketing newspaper for food and grocery manufacturers 
FOOD FIELD REPORTER - 708 Third Avenue, New York, N. Y. 


‘Hit Parade’ to Leave BBDO 


|born will leave the agency’s shop 
‘in the fall when CBS-TV takes 
lover production of “Hit Parade,” 
'which American Tobacco Co. is 
|moving from NBC on Saturdays to 
| CBS on Fridays at 7:30 p.m., EDT. 
The alternate sponsor is not yet 
set. CBS reportedly has agreed to 
make some contribution toward 
the program-production costs. 


Hi-Fi Book Names Larson 

Hi-Fidelity Merchandising, Chi- 
cago, publication for distributors 
and dealers in hi-fi equipment, has 
appointed C. A. Larson & Associ- 
ates, New York, its eastern repre- 
sentative. 


Research Bureau Boosts Clay 

Ernest H. Clay has been promot- 
ed from research director to di- 
rector of development and research 
of the American Research Bureau, 
Beltsville, Md. 


the secret 
behind the trend 
to The Houston Post 


LOCAL 
ACCEPTAN 


pet MONEE CHES 
he Me 
—— 


' | Trust Co Fee 


Nation Warned Names Morel egisl 


Of ‘Economic 
Defeat by Reds 


Py Y 
The Post's all time cir- 
culation high — 216,209 
‘daily — combined with 
journalistic excellence, 
makes your advertising 
more effective, more 
economical. 


Houston — 


THE 
HOUS 


* Studies by Daniel Starch and Staff 


In Houston, only The 
Post has shown a gain in 
retail advertising limage 
for five consecutive 

years. 


The Post is read more by both men and 
women than any other Houston newspaper* 


the South’s largest market. 


W. P. Hobby 


Chairman 
of the Board 


Oveta Culp Hobby 
President 


Represented Nationally by Moloney, Regan & Schmitt 


Advertising Age, June 16, 1958 


‘Pennsylvania Law 
| The last live tv show produced | 
|by Batten, Barton, Durstine & Os- | 


Regulating Ads for 
Glasses Held Valid 


| 

| HARRISBURG, Pa., June 10—Penn- 
| sylvania’s supreme court has up- 
| held the right of the common- 
wealth to ban the advertising of 
prices of eye glasses, and general- 
ly to regulate optometrical ads. 

Justice Michael A. Musmanno, 
in an opinion backing an earlier 
decision of the Dauphin County 
court at Harrisburg, declared the 
1956 optometry advertising law 
| constitutional. 

The decision said that the state 
board of optometrical examiners 
has the right to regulate persons 
or companies selling frames, 
mountings, lenses and eye glasses. 
It also has the right under the law 
to prohibit the advertising of 
prices on those articles. 

“It is not for us to pass on the 
motivations of the legislature, but 
it is not contrary to logic,’ Justice 
Musmanno ruled, “to assume that 
the legislature concluded that the 
welfare of the people would be 
well served by removing from 
dealers the temptation to sell to 
the public eye-damaging glasses 
in order to adhere to a costly ad- 
vertising program.” 

The Price Optical Co., Pitts- 
burgh, has attacked the constitu- 
tionality of the advertising regula- 
ting law, claiming it violated the 
right of freedom of speech and 
was an arbitrary interference with 
private business. 

Advertising that mentions prices 
is specifically prohibited by the 
law. + 


Heidelberg Brewery Sets Drive 
to Promote New Label 

The largest concentrated adver- 
tising campaign in the history of 
rthe company has been launched by 
|Heidelberg Brewery, Tacoma, 
Wash., with campaign material 
prepared by Guild, Bascom & Bon- 
figli, San Francisco. The campaign 
is to promote a new label design 
which will be featured on commer- 
cials on Heidelberg’s “Treasure” 
|program in 15 Pacific Northwest 
markets. 

A saturation radio campaign will 
support the use of two-color news- 
paper insertions in metropolitan 
papers. Special new b&w label ads 

|} have been prepared for a schedule 
lof 114 daily and weekly newspa- 
pers in Oregon, Washington and 
Idaho. In addition, 60 painted bul- 
letins will be used in the Pacific 
Northwest and 550 outdoor posters 
| in Washington, Idaho and Oregon. 


| Yeaman Heads Grant Media 

| Addison Y. Yeaman Jr. has been 
|named media director of the Hol- 
lywood office of Grant Advertising. 
Prior to joining Grant he was an 
operations research engineer of 
Ryan Aeronautical Co., San Diego. 
He has previously been associated 
with agencies in New York and 
San Francisco. 


Wiley to ‘Western Family’ 

William Wiley, formerly on the 
sales staffs of The American Week- 
ly and Family Circle, has joined 
the Chicago sales office of West- 
ern Family, reporting to L. M. 
Bishop, Chicago manager of the 
Los Angeles magazine. 
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Because buying habits start early and are hard to change, it’s. 
common-sense marketing strategy to sell your brand name 

to Young Women Under 20. These girls are open-minded, eager 

to try the new. Already big buyers...spending over $4 billion 

of their own money every year and billions more as shopping 
consultants to 5% million top-spending families. ..they * 

have alonger buying future than their mothers. And they’re 
learning the significance of brands as their mothers never 
could...in SEVENTEEN Magazine. é 


Starch ratings show that teen-age girls consistently read 
advertisements in SEVENTEEN more thoroughly than adult women 
read those in other magazines. More important still, nearly 

half of America’s 8,500,000 Young Women Under 20 have actually 
bought merchandise they saw advertised in SEVENTEEN. * 

It’s the magazine that starts lifetime buying habits _ 


*Gilbert Youth Research 


QUALITY Where ABC’s are a plus factor... 
CIRCULATION SEVENTEEN -AT-SCHOOL 


Your educational materials go to 19,600 Home Economics 
1, 048, 262 ( ABC December, 1957) teachers in this unique sister publication of SEVENTEEN. 
73% Newsstand Sales 


It adapts SEVENTEEN’ editorial content into lesson 
No Reduced-rate Subscriptions 


plan form...carries your advertising ~via SEVENTEEN 
—into the classrooms of 75% of the nation’s high school 
Home E 


x 
a act he F topo WM wee oe 


IC I 


it's easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22 + PLaza 9-8100 | 
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Publishers 


Established repre- 
sentative invites 
publishers’ in- 
quiries regarding 
coverage of Mid- 
die-West terri- 
tory. 

ames k. millhouse 


PUBLISHERS’ REPRESENTATIVE 
5935 Montrose Avenue, Chicago 34, Ili. 


-* 


|O’Connell Adds KIXL, KJIM 

Richard O’Connell Inc., New 
York, has been appointed to rep- 
|resent KIXL, Dallas, and KJIM 
(formerly KCNC), Ft. Worth. 
KJIM had no previous represent- 
| ative. KIXL’s sales formerly were 
|handled by H-R Representatives 
in New York and by Clark R. 
| Brown Co. in the Southwest. 
|Brown will continue to represent 
| the radio stations in that area. 


NDBC 


TELEVISION NETWORK 


National Representative 
Weed Television Company 
Minneapolis 
Bill Hurley 
300 Roanoke Building 


..in the upper midwest 


KXJB-TV, Valley City; KCJB-TV, Minot, 
KBMB-TV, Bismarck 


The North Dakota Broadcast- 
ing Company Market Maker 
Stations at Valley City-Fargo, 
Bismarck-Mandan and Minot 
give you complete coverage of 
the rich North Dakota market 
with one contact—one order— 
one buy! 


There's money to spend in 
North Dakota — oil money, 
wheat money and cattle money! 
That's why television coverage 
is so important in a market 
where the population is spread 
all over the state, with more 
than 74% of the entire popu- 
lation living in rural areas. 


The way to cash in on the 
rich North Dakota market, plus 
22 heavily populated Minne- 
sota counties and nine South 
Dakota counties is by one buy 
—one contact—one order of 
the North Dakota Broadcasting 
Company Market Maker Sta- 
tions. 


P.S. We will tell . . 


Eye Movement Tests 
Called Meaningless 
in Package Design 


NEw York, June 10—“Eye move- 
ment testing is ‘pseudo science’ and 
tells the packager or designer 
nothing of what he intends to know 
about a package,” according to the 
Center for Research in Marketing. 

“Eye movement testing has been 
sold to the American business man 
as a cheap and easy way of meas- 
uring the effectiveness of a pack- 
age,” says William Capitman, pres- 
ident of the center. “It is certainly 
cheap, but it is equally meaning- 
less.” 

The center has published a re- 
port, “Eye Movement Testing for 
Packaging Advertising—a Critical 
Analysis,” which discusses the sub- 
ject in detail. On the question of 
eye movement halts, the report 
comments that there is no way ot 
measuring by the use of eye move- 
ment devices whether this means: 

1. That attention has been 
drawn because this is such an in- 
teresting point in the package. 

2. That the eye has stopped be- 
cause this is such a difficult or 
confusing point in the package, or 

3. Whether anything at all is be- 
ing communicated to the brain at 
that point. 


# Similarly, where the eye moves 
smoothly and rapidly, the report 
continues, these questions remain: 

1. Does the eye flow smoothly 
because the eyes are joyously 
drinking in the flow of the design? 

2. Or is it because it is so mean- 
ingless and lacking in impact that 
it makes no impression whatso- 
ever? 

3. Or is it anything at all other 
than expansion and contraction of 
the eye muscles? 

“Neither we nor the practitioner 


searched these questions in the 
university laboratories knows the 
answer to these questions,” the 
analysis states. 

“In summary, there exists little 
scientific evidence of any kind 
which assigns meaning to eye 
movement tests other than the fact 
that the eye muscles are at work.” 

Copies of the report are avail- 
able from the Center for Research 
in Marketing, Perception Labora- 
tories, R. F. D. 3, Peekskill, N.Y. + 


Bauer & Black, Mutual 
of Omaha Join in Drive 

Bauer & Black and Mutual of 
Omaha have joined forces for a 
“Vacation Insurance” program 
which will be merchandised in 
drug stores through the summer 
months and promoted in the two 
companies’ ad schedules. Drug- 
gists will offer customers the op- 
portunity to purchase vacation or 
trip-travel insurance policies from 
$5,000 to $50,000 and will simul- 
taneously display Bauer & Black 
first-aid and health supplies as a 
form of “vacation insurance” for 
minor injuries. 1,000,000 _ self- 
mailing application blanks have 
been printed by Mutual of Oma- 
ha. The druggist plays no further 
role in issuing the insurance be- 
yond displaying the forms. 

Point of sale material to pro- 
mote the two-way program in- 
cludes window banners, store 
hangers and display easels con- 
taining pockets to hold the Mutu- 
al of Omaha applications. 


Sterling Names Cooke, Clark 
Sterling Drug Inc., New York, 
has appointed vp James N. Cooke 
president of its national brands 
division, the company’s largest 
single unit. At the same time, 
Stanley I. Clark, Sterling vp, was 
mamed exec vp of the division. 
Mr. Cooke has been with the com- 
pany since 1935. Mr. Clark joined 


nor any individual who has re-!in 1943. 


| women’s 


Advertising Age, June 16, 1958 


Sattord Joins Donahue & Coe; 
Cody Joins General Controls 

Henry B. Safford Jr., for the 
past seven years director of ad- 
vertising and public relations of 
General Controls Co., Glendale, 
Cal., has been named to head the 
corporate and industrial division 
of the Los Angeles office of Dona- 
hue & Coe. Robert E. Cody has re- 
signed from Hixson & Jorgensen, 
where he served the past six 
years, to become manager of ad- 
vertising and public relations of 
General Controls, succeeding Mr. 
Safford. 

Mr. Safford, also named an ac- 
count supervisor of Donahue & 
Coe, will direct the local phase of 
the agency’s planned expansion 
nationally into the industrial ad- 
vertising field. Donahue & Coe 
also has added John Schoeffler, 
formerly with G. M. Basford Co., 
as an account executive in its cor- 
porate and industrial division of 
the New York office. 


Launches Liquid Lustre-Creme 

Colgate-Palmolive Co., New 
York, is launching its new liquid 
Lustre-Creme shampoo, which 
has been in test markets for about 
a year, with what it says will be 
the “biggest advertising campaign 
in the shampoo industry.” Adver- 
tising includes “The Big Payoff,” 
“The Millionaire,” a heavy sched- 
ule of spot television in major 
markets and color pages in 11 
magazines. Lennen & 
Newell, New York, is the agency. 


National Electric to Maitland 

National Electric Products 
Corp., Pittsburgh, has appointed 
Vic Maitland & Associates, Pitts- 
burgh, to handle its advertising, 
public relations and market re- 
search, effective July 1. The com- 
pany makes electrical construc- 
tion materials. Ketchum, MacLeod 
& Grove formerly handled the ac- 
count. 


ar 
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*Joseph Braun, Vice President and Media Director, Kenyon & Eckhardt, Inc. 


Keep an ear out. 
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Meet the field managers of GOA—experts on 1700 markets 


Look again! Familiar faces, yes! New 
faces, too! Together their experience and 
enthusiasm is creating a New Look at GOA 
that’s worth a second look! 

These men are branch managers—field 
commanders in specific markets. Native 
or adopted sons, they are in intimate touch 
with local problems. As traffic patterns shift, 
they build new structures immediately. 


But traffic analysis is only part of their 
job. In the broadest sense these men are 
marketers. 

If you are now distributing, or plan to 
distribute, in a GOA market, discover ex- 
actly how General Outdoor can give each 
dollar you invest maximum sales power. 
Call your local General Outdoor Advertis- 
ing office, or write us in Chicago. 


Davenport: 
Cedar 
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Ist report on new LOOK-Politz study documents the 


tremendous low-cost 


THE AUDIENCES OF NINE MAGAZINES, a new national 
study conducted for LooK by Alfred Politz Research, Inc., 
underscores ... again and again . : . one basic fact: the 
power of magazines, singly or in combination, to reach 
vast numbers of people. 


This massive coverage is clearly illustrated in the audi- 
ence tables at right—the first report on the new Look-Politz 
study. The Politz findings also reflect the individual flavor 
... the distinctive editorial character .. . of each maga- 
zine. Some of the magazines appeal primarily to women; 
some to men. Some attract older people; some, younger 
people. Still others achieve complete family readership. 


With authoritative research at hand, an advertiser can 
select the magazine . . . or network of magazines .. . that 
is just right for his market. And, in magazines, he can 
be sure his message will reach that market. 


By investing in this network of only nine magazines, an 
advertiser will attain a remarkable degree of market 
saturation. In combination, single issues of these maga- 
zines deliver a total of 181,350,000 reader impressions— 
an average of 1.4 impressions for every person aged 10 
and over in the United States. 


Along with this tremendous number of selling opportuni- 
ties, the magazine advertiser enjoys relatively low costs. 
The nine magazines deliver their audiences for an aver- 
age of only $1.03 per thousand readers.* Costs for individ- 
ual magazines range from 82 cents per thousand to $1.56. 


The new LookK-Politz research on magazine audiences... 
the recent Life survey of household coverage . . . the Post 
study on ad page exposure . . . the continuing A.B.C. re- 
ports on paid circulation . . . all lead to one conclusion: 
Through magazines, advertisers can reach more people, 
more efficiently, than they can through any other national 
advertising medium. 


# Based on latest-announced, black-and-white page rateg, 


ALL PEOPLE 


TOTAL AUDIENCE 


PER CENT 
COVERAGE 


All People In U.S. 
Aged 10 Years And Over 


Reader’s Digest 


Life 


LOOK 

Saturday Evening Post 
Better Homes & Gardens 
Ladies’ Home Journal 
McCall’s 

Good Housekeeping 
Time 


129,100,000 
34,950,000 
32,100,000 
27,900,000 
21,950,000 
15,950,000 
13,350,000 
12,700,000 
12,350,000 
10,100,000 


100% 
27.1 
24.9 
21.6 
17.0 
12.4 
10.3 
9.9 
9.6 
18 


READ BY 27,900,000 PEOPLE 
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coverage by magazines 


MALES 
PER CENT 
MALE AUDIENCE COVERAGE 
All Males In U.S. 
Aged 10 Years And Over | 61,700,000 100% 
Reader's Digest 16,050,000 26.0 
Life 15,850,000 | 25.6 
LOOK 13,600,000 | 22.1 
Saturday Evening Post 11,150,000 18.0 
Time 6,300,000 | 10.2 
Better Homes & Gardens | 4,450,000 7.2 
Good Housekeeping 2,250,000 3.7 
Ladies’ Home Journal 2,200,000 3.6 
McCall's 2,150,000 3.5 


FEMALES 
PER CENT 
FEMALE AUDIENCE COVERAGE 
All Females In U.S. 
Aged 10 Years And Over | 67,400,000 100% 
Reader's Digest 18,900,000 28.0 
Life 16,250,000 | 24.1 
LOOK 14,300,000 | 21.1 
Better Homes & Gardens | 11,500,000 17.1 
Ladies’ Home Journal 11,150,000 16.5 
Saturday Evening Post 10,800,000 16.1 
McCall's 10,550,000 15.6 
Good Housekeeping 10,100,000 15.0 
Time 3,800,000 5./ 


THE EXCITING STORY OF PEOPLE 
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hospital construction 
UP 17% in March 


UP 93% in APRIL 


ConTRACTS FOR NEW HOSPITAL CONSTRUCTION in April 1958 were 53% 
above April 1957, according to EF W. Dodge Corporation figures re- 
leased May 29, while March this year had already shown a 17% rise 
over the preceding March—and 1957 had set a new record in hospital 
construction on top of a postwar expenditure of nearly $9 billion for 
new facilities. And there’s still a need for nearly 800,000 new hospital 
beds to catch up with obsolescence and the demand for more and 
better hospital facilities. Add this to a reported billion dollars to be 
spent for new equipment and modernization in existing hospitals and 
it’s plain to see there’s no recession in the hospital market. 


Every new hospital bed requires more equipment for feeding, housing 
and giving medical care to a steadily growing hospital population. 
Hospitals spend more money each year for more equipment and sup- 
plies—yet hospitals today are in the best financial position in history, 
thanks to better administration plus better collections due to Blue Cross 
and other hospitalization insurance now covering more than half of 
the total population. Better look into the hospital market potential for 
your products—now! 


® Write for your free copy of “The Hospital Market” 


THE Mopern Hospirat has been the dominant 
force and the preferred advertising medium in 
the hospital market for forty-five years. The 
Mopern Hosprrat maintains the only induce- 
ment-free paid circulation in the field, with an 
inducement-free circulation renewal rate of 
80.86% —one of only six business or profes- 
sional magazines to maintain such a rate on 
this basis. The Mopern Hosprrau has been the 
unchallenged leader in its field in advertising 
volume for forty-five years (43% more than 
the second magazine in 1957). 


The Modern 


The Modern Hospital Publishing Co., Inc. 


FW. D0D6 
919 N. MICHIGAN AVENUE, CHICAGO 11, ILLINOIS coarennien 


File your hospital catalog here 


Since 1919 HosprraL Purcuasinc Fixe has served hospitals. 
Here your catalog of products hospitals use will be filed, 
indexed for easy reference, and distributed to the best cur- 
rent list of hospitals available. Hospitals come here to buy— 
and your catalog filed here makes it easy for hospitals to 
buy from you. 1959 Edition is now in preparation for late 
fall distribution. Closing date is near—write or wire for com- 
plete details on this efficient, economical method of catalog 
distribution. 


Exclusive catalog sales representatives, The Modern Hospital Publishing Co., Inc. 


Hayden Converts 
‘Electronic Week’ 
to Newsletter 


New York, June 10—Electronic 
Week, Hayden Publications Corp.’s 
two-year-old weekly news maga- 


zine, will switch tc a newsietter | 


format with its June 16 issue and 
will no longer carry advertising. 


Current unexpired contracts|/ 
with Electronic Week will be hon-| | 
ored in the company’s other pub- | 


lication, Electronic Design, a 
bi-monthly, at the Electronic Week 
rate. This, the company says, will 
represent a saving to advertisers of 
more than 50% per insertion. 

T. Richard Gascoigne and James 
S. Mulholland Jr., co-publishers, in 
a statement released today, say 
that, despite the fact the weekly’s 
circulation has been “climbing to- 
ward the 12,000 mark, with renew- 
als well over 60%,” and that the 
advertising gain has been more 
than 100 pages in the first quarter 
of 1958, nevertheless, “it has be- 
come obvious that a poor advertis- 
ing potential exists for the concept 
of publishing a weekly in the elec- 
tronic industry.” 


= The weekly, which bowed in 
August, 1956, immediately ran into 
difficulty when McGraw-Hill Pub- 
lishing Co. protested that the use of 
the new publication’s name in- 
fringed on the copyrighted name of 
McGraw-Hill’s Electronics Week, 
which it said it had been publish- 
ing intermittently on a testing basis 
since 1953 (AA, July 23, °56). 
McGraw-Hill, however, did not 
press the matter, and in September 
of the following year Hayden Pub- 
lications was awarded registration 
of the trademark Electronic Week 
by the U.S. patent office (AA, 
Sept. 16, ’57). 

There are two other weeklies in 
the electronics field: McGraw- 
Hill’s Electronics, established in 
1930, and Electronic News, a Fair- 
child publication, established in 
1957. # 


Rockwell and Associates Buy 
Jones, Brakeley & Rockwell 

Jones, Brakeley & Rockwell, New 
York, has been purchased by Hen- 
ry T. Rockwell and a group of 
associates. Mr. Rockwell, who 
joined the agency in 1946, has been 
president since 1949. 

The agency was founded in 1928 
by John Price Jones and George 
A. Brakeley, who now have sold 
their interests to the Rockwell 
group. The name of the agency 
was changed last year from Jones 
& Brakeley to its current name. It 
will continue to operate under this 
name. 


Advertising Age, June 16, 1958 


ee 


RUSSELL C. DOYLE, formerly exec vp 

of Doyle, Kitchen & McCormick, 

New York, has been elected presi- 

dent of the agency, succeeding his 

brother H. B. Doyle, who becomes 
board chairman. 


Bertram Heads BBM 

George S. Bertram, ad manager 
of Swift Canadian Co., has been 
named president of the Bureau of 
Broadcast Measurement, Toronto. 
Ross A. McCreath, tv time manager 
of All-Canada Radio & Television, 
was appointed vp, and Frederick 
L. Wood, director of advertising 
and sales promotion of General 
Foods Ltd., was added to the BBM 
board. Reappointed chairman of 
the bureau’s research and devel- 
opment committee was T. Ralph 
Hart, vp in charge of radio and 
television of Spitzer & Mills. 


Billings Joins Lennen & Newell 

Kirk L. Billings has joined Len- 
nen & Newell, New York, as a vp 
and account executive. For the 
past eight years Mr. Billings was 
vp and advertising director of 
Emerson Drug Co. Recently, the 
Emerson Drug account went from 
Lennen & Newell to Warwick & 
Legler. 


Mincom to Reach, McClinton 
Mincom division of Minnesota 
Mining & Mfg. Co., St. Paul, has 
appointed the Los Angeles office 
of Reach, McClinton & Co., New 
York, to handle advertising for its 
tape recorders and_ electronics 
equipment. McCarty Co., Los An- 
geles, previously had the account. 


‘True’ to Brown & Butcher 

Fawcett Publications, New York, 
has switched its True advertising 
account from C. L. Miller Co. to 
Brown & Butcher Advertising Co., 
New York. 


Ver Standig Adds One 

M. Belmont Ver Standig Inc., 
Washington, has been appointed to 
handle advertising for Government 
Employees Insurance Companies. 


finest 


“Where typesetting 
is still an art" 


LONG on the 
desire to produce the 


typography 


and to satisfy 
your every 
specific assignment 


SERVICE sypographers, inc. 


723 S. Wells St.* HArrison @ 7-8560 « Chicago 7, Ill. 
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Watch the women go buy in Portland retail stores. 
Local retailers do... and last year they placed 4,193,367 more 
lines of retail advertising in The Oregonian than in the 
2nd paper. They know there’s more buying when they 
use the newspaper which has reached an all-time high in daily 
leadership in all circulation areas—in the city by 13,415; 
in City and RTZ by 22,426; and in total by 52,723. 


HOW BIG IS THE OREGON RETAIL MARKET? ALMOST 
$2'% BILLION ANNUALLY... THAT'S DOUBLE MILWAUKEE 
OR CLEVELAND, AND ALMOST 3 TIMES ATLANTA! 


WATCH 
THE 
WOMEN 
GO 


BUY! 


The Oregoni an PORTLAND, OREGON 


leads in retail advertising 


Largest Circulation in the Northwest oe . 


ee we er ee 
2nd PAPER 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 1947 1957 1947 1957 
Daily Circulation Total Advertising 
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Frank Gaughen, 67, 
Veteran Capper 
Sales Exec, Dies 


CLEARWATER, FLa., June 10— 
Frank X. Gaughen, 67, western 
manager of Capper Publications 
Inc. in Chicago until he retired in 
1957, died here today following a 
long illness. 

He joined Capper in 1922 and 
became manager of the Cleveland 
office the following year. He man- 
aged the Detroit office from 1936 
until 1942 when he went to Chica- 
go as Capper’s western manager, 
the post he held until he retired 
April 1, 1957. 

Though retired 


tinued as vp and a director of Cap- 
per-Harman-Slocum, Cleveland, 
publisher of Ohio Farmer, Pennsyl- 
vania Farmer and Michigan Farm- 
er. 
Associated for many years with 
the Agricultural Publishers Assn., 
he was treasurer of APA until he 
retired from APA in 1956. 


CHARLES S. ROSENSWEIG 

New York, June 10—Charles S. 
Rosensweig, 75, editor, owner and 
publisher of the Insurance Advo- 
cate, died June 5 of a heart attack 
in his apartment at the Mayflower 
Hotel here. 

Before entering the publishing 
business 18 years ago, Mr. Rosen- 
sweig had been an insurance brok- 
er. He appeared frequently before 
legislative committees and insur- 
ance department hearings to pro- 
tect the status of the broker. 

Through his editorials, he was 
credited with having influenced 
Congress to remove fire and cas- 
ualty mutual insurance companies 
from the tax exempt class, with 
resulting increases in federal tax 
collections. Recently, Mr. Rosen- 
sweig crusaded against compulsory 
automobile liability insurance, and 
a series of his editorials, ““Respect- 
able Murder,” was widely reprint- 
ed. 

Mr. Rosensweig was active in 
Jewish philanthropies through his 
contributions to the United Jew- 


CAN YOU USE A 4-A 
ADVERTISING 
AGENCY IN 
COLUMBUS, 
OHIO ? 


If geography is no bar to our serving 
you (and air travel has made this a | 


small country), consider these facts 

about Byer & Bowman, a solid group ol | 

hard-working midwest people: 

@ 32 yeors with same firm name, owner- 

ship and active management. 

only AAAA agency in Central Ohio. 

staff of 50. 

topflight PR department. Member P.R.S.A. 

fully-staffed TV - Radio department; re- 

cording and projection facilities. 

@ strong in creation and production of 
collateral material, with eye to saving 
client money. 

@ expert marketing counsel. 

®@ operate in 18,000 square feet of our 
own building. 

@ use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


We welcome the most searching inquiry 
into our reputation and competence. 


Byer & Bowman 
Advertising Agency 


manager of National 
died last night of a heart attack 


cine. 


MILT GROTH 


NEw York, June 11—Milt Groth, 
50, assistant to the advertising 
Lead Co., 


while driving his car on Taconic 


| 


ish Appeal and the fund for the| Valspar Corp., Ardmore, Pa., onal 
Albert Einstein College of Medi-|in 1952 joined National Lead Co.| 
| here. 


ARTHUR J. GORDON 


Syracuse, June 10—Arthur J. 
Gordon, formerly business man- 
ager, secretary and a director of 
the Post-Standard Co., died June 2 
in Syracuse General Hospital 


Direct Sell Can 
Gain as Others 
Abdicate: Dreher 


Advertising Age, June 16, 1958 


for the direct selling management 
that does not have more knowl- 
edge, better information and 
sounder sales plans.” 


e Taking up where Gen. Groves 
lleft off was Lawrence W. Bell, 
publisher of Premium Practice, 
| who chided top management for 
“recession do-nothingism” and for 


| University and started his career) 
oug! from Capper |as a free lance artist and cartoon- 
Publications, Mr. Gaughen con-|jst. His cartoons have appeared 


66 S. 6th St. ¢ Columbus, Ohio * CA 1-7751 


State Parkway near Eastfishkill,| where he had been a patient for (Continued from Page 3) “playing Russian roulette with 
N. Y. He was the only occupant of several months. | Gen. Leslie R. Groves, wartime | their companies’ progress and their 
the car, which rammed a parkway A native of Syracuse, Mr. Gor- | head of the Manhattan atomic|own jobs as well.” 

island and then hit a tree. The| gon was with the Syracuse Post- | project, warned the 1,200 delegates| Mr. Bell blamed “top manage- 


medical examiner’s report indi- Standard from 1916 until 194g that salesmen in the coming nu-| ment” for economizing on the pro- 


jcated that Mr. Groth died before when he moved to Harrisburg, Pa.,| Clear age will have to “sell better, motional dollar, adding that “ev- 


his car went out of control. to take the post of general manag- | Sell faster and sell more expertly ery executive in the country 
Born outside of Cleveland, Mr. er of the Harrisburg Evening Tele-|if they are going to survive.” |should understand that the pro- 
Groth attended Western Reserve graph. Now a vp of the Remington Rand | motional dollar he saves may cost 
; |division of Sperry Rand Corp.,|him ten dollars tomorrow.” 
® While with the Post-Standard,|Gen. Groves predicted a shorter 
he became one of the best known | work week brought about by mod-|# He urged direct sellers to com- 
frequently in The Saturday Eve-| newspaper executives in New York |ern technology and research. ‘bat the “do-nothing attitude” by 
ning Post. He came to New York | state, having served for years as| He said a 30 or 35-hour work | introducing trading stamps to help 
about 20 years ago and worked as|secretary-treasurer, of the New!week will cause direct selling to| sales and by increasing use of mer- 
a commercial artist for several York State Publishers Assn. He| meet with “unanswered doorbells” chandising incentives for sales 
years before joining the advertis- | was regarded as “right hand man” |as families move out of cities and| forces. These promotional devices, 
ing department of Devoe & Ray- | to the former publisher, Jerome D. | suburbs into country areas. he said, will bring about a faster 
nolds Co. in 1942. In 1950 he be-| Barnum, during most of the years Because of these changes, he! business upturn in the direct sell- 
came advertising manager of the he controlled the Post-Standard. 2 | said, “It will be particularly hard |ing industry. + 
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Once again, Chicago’s most respected jury of 


vision and WMAQ. Radio programs. At its annual 
banquet on May 28th, the Chicago Federated 
Advertising Club bestowed eight “First” and four 


advertisers, agency representatives and broadcast- 
ers has heaped its highest honors on WNBO Tele- 


* First Award, Educati 


t and D tary: WNBQ’s “Know Your Schools.” *« First Award, Weather: WNBQ’s Clint Youle. & First Award, Commentary: WNBQ’s Clifton Utley. 


* First Award, Interview Program: WMAQ’s “Chez Show with Jack Eigen.” & First Award, News Commentary: WMAQ’s Clifton Utley. *& Special Award, Music: WMAQ’s “Music at 
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AFA Vows Vigorous Fight on ‘Prejudiced, 
Unwarranted’ Attacks on Advertising 


Datias, June 11—A continuing|self-controlled instrument for the 
vigorous assault on “unwarranted | stimulation of the American ecen- 
and prejudiced attacks” on adver-|omy .. . to take affirmative steps 
tising was pledged in a resolution| against the current pressures of 
adopted at the closing session of| excessive and discriminatory leg- 
the Advertising Federation of|islative controls and taxation . . 
America convention here today. | to increase efforts to maintain and 

“Discriminatory and censorious”|elevate the standards and integ- 
attitudes toward advertising and/| rity of advertising .. . to cooperate 
more effectively with government 
agencies .. . to generate greater 
public acceptance and understand- 
ing of the role of advertising . . .” 


AFA Convention 


= At the same session, 30 awards 
for educational and civic activities 
were given to member adclubs of 
the AFA, as follows: 

Education in Advertising—under 


advertising media have been evi- 
dent in Congress, in state legisla- 
tures and within certain admin- 
istrative commissions and bureaus, 
the resolution said, calling for the 
use of “all legal means to en-|100 members: first, Advertising 
courage, educate and inform all|Club of Charlotte; second, Adver- 
industry and members of the pub- | tising Club of Jacksonville; award 
lic .. . to continue vigorous efforts|of merit, Women’s Advertising 
to demonstrate to legislative bodies | Club of St. Petersburg. Over 100 
that advertising be allowed to| members: first, Advertising Wom- 
function as an uninhibited and|en of New York; second, Atlanta 


ae Mae eye yee 
i Clo ‘ COR a og See RMR gril aki, 


-|of Providence; 


Advertising Club and Houston Ad- 
vertising Club; awards of merit, | 
Louis and Advertising Club of 
Memphis. 

Public Relations for Advertising 
—under 100 members: first, Wom- 
en’s Advertising Club of Toledo; 
second, Women’s Advertising Club | 
award of merit,| 
Canton Advertising Club. Over 100) 


members: first, Advertising Club) 


of Toledo; second, Advertising 
Club of Columbus, O.; award of 
merit, Advertisers’ Club of Cin- 
cinnati. 

Public Service Through Adver- 
tising—under 100 members: first, 
Women’s Advertising Club of 
Providence; second, Women’s Ad- 
vertising Club of Toledo; award of 
merit, Women’s Advertising Club 
of Baltimore. Over 100 members: 
first, Omaha Advertising Club; 
second, Women’s Advertising Club 
of Chicago; awards of merit, Ad- 
vertising Club of Columbus, O., 
Advertising Club of Memphis, Mil- 
waukee Advertising Club. 


Public Recognition for Advertis-. 


| ing—under 100 members: first, Ad-| 
vertising Club of Worcester; sec- 
Women’s Advertising Club of St.| ond, Advertising Club of Shreve-|Corp., Baltimore; Robert M. Gray, 


port; awards of merit, Advertising| 
Club of Racine, Advertising Club 
of Charlotte. Over 100 members: 
first, Dallas Advertising League; 
| second, 
Club; awards of merit, Advertising| 
| Club of Greater Miami, Cleveland 
Advertising Club. 


FEEMSTER, PROUD 
REELECTED BY AFA 

Dattas, June 11—Robert M. 
Feemster, chairman of the execu- 
tive committee of Wall Street 
Journal, was reelected chairman of 
the AFA board. Also reelected 
were James S. Fish, vp and direc- 
tor of advertising, General Mills, 
vice-chairman, and C. James 
|Proud, AFA president and general 
manager. 

David H. Kutner, merchandising 
manager, Motorola Inc., Chicago, 
was elected treasurer and Ruth M. 
Volckmann, Sawyer, Ferguson, 
Walker Co., New York, was named 
secretary. 


“thanks, fellas...” 


“Special awards on Chicago's Leadership Stations, 
more First awards than any other broadcasting 
operation in Chicago. Quality programming still 


CHICAGO'S LEADERSHIP STATIONS 
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offers advertisers the best buy in Chicago on 


WNBQ * WMAQ 


REPRESENTED BY NBC SPOT SALES 


%* First Award, Quiz and Panel: WNBQ’s “City Desk.” & First Award, Special Musical Feature: WMAQ’s “Promenade Concert.” *« First Award, Disc Jockey: WMAQ’s Tom Mercein. 
N. U.” & Special Award, News: WMAQ's “Night Desk.” *&« Special Award, News: WMAQ’s “Market Reports with Sam Saran.” *& Special Award for Public Service Activities: WMAQ. 
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Reelected directors were Mary 
E. Busch, Emery Advertising 


Esso Standard Oil Co., New York; 
Joseph E. Hobbins, Anaconda Co., 
New York, and Mr. Kutner. 


Pittsburgh Advertising)" Newly elected directors are 


Thomas D’Arcy Brophy, Kenyon 
& Eckhardt, New York; E. W. Ebel, 
General Foods Corp., White Plains, 
N. Y.; Worth Kramer, WJR, De- 
troit; Walter D. Scott, National 
Broadcasting Co., New York, and 
J. C. Williams, Fuller & Smith & 
Ross, New York. 

Four new vps were elected to 
direct club activities. Bonnie 
Dewes, vp, D’Arcy Advertising Co., 
St. Louis, was named chairman of 
the council on women’s advertising 
clubs, succeeding Genevieve Haz- 
zard, Campbell-Ewald Co., Detroit. 

New chairman of the council on 
advertising clubs is George W. 
Head, National Cash Register Co., 
Dayton. Vice-chairmen are Philip 
E. Nutting, Holiday, Boston, and 
Robert Roth, KONO, San Antonio. 
All are automatically vps of the 
AFA. 


# Winner of the annual national 
high school essay contest sponsored 
by AFA and its member clubs was 
Cynthia Smith, senior at Edison 
High School, Miami. She was 
awarded $500 and an all-expense 
trip to the Dallas convention. Sec- 
ond prize of $200 went to Sandie 
Frank of Tallahassee and third 
prize of $100 to Mary Mundt, 
Madison, Wis. 

Presentation of the awards was 
made at the Wednesday luncheon 
by C. Leonard Shaw, Norton Co., 
Worcester, Mass., who is co-chair- 
man of the AFA essay contest 
committee. More than 80,000 en- 
tries were submitted in the nation- 
al competition. + 


Lescarboura Agency Moves 
Lescarboura Advertising has 
moved from Croton-on-Hudson to 
larger quarters in the County 
Trust Bldg., Ossining, N. Y. 


|Publicis Gets New Affiliate 

| Van Maanen Reclame en Adver- 
| tentie Bureau, Netherlands agency, 
| has affiliated with Publicis, Paris. 


executives 


can you use 


$1500 - $2500 
or $5000? 


Ange Iphone 


Your own signature is all that is required. 
No collateral .. . no endorsements . . .no 
| red tape. Our simplified form has fewer 
questions...privacy is assured at all times. 


Payments may be spread over 2 years. 


BORROW THIS MONTH— 
NO PAYMENTS TILL SEPT. 
Call Mr. C. C. Lyons, Vice Pres. 
MuUrray Hill 2-5000 


COMPLETE BANKING 
SERVICES 
for BUSINESS and 
the INDIVIDUAL 


INDUSTRIAL 
BANK or COMMERCE 


Main Office: 56 East 42nd Street 
Other offices throughout the city 
Member Federal Deposit Insurance Corporation 


Available to residents of N. Y. Metropoliton area 
Including Conn. and N. J. 
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| Two Join Mullican Co. 

Sarah W. Hoges, former partner 
jin Liller, Neal & Battle, Atlanta, 
| has joined Mullican Co., Louisville, 
jas head of media and research. 
' |Also new at Mullican is Audrea 
McDowell, formerly continuity di- 
rector of WAVE, Louisville, who 
will write copy for both print and 
| broadcast media. 


-. McGredy Heads Philly Club 

5 Robert McGredy, sales manager 
of WCAU-TV, Philadelphia, has 
been elected president of the Tele- 


\ THE WORD'S 
) GETTING OUT... 


Century offers you the 

advantages of the lowest 
operating costs in Chicago! 
Thanks to equipment and 

procedures developed at 

~ Century, the finest possible 
ee 3 service is yours at the lowest 
2 possible price. Add to this 


er of Mitchell Mfg. Co., air con- 
ditioner division of Cory Corp., 
| Chicago, has joined Swan Studios, 
| Chicago, as a sales representative. 


Ge ee ae i | vision & Radio Advertising Club of 
F equipped plant, now with 44M | Philadelphia. Other officers are 
 _ proofing service added...plus |) | Pat Stanton, WJMJ, vp; Murray 
_ the fact that your work isdetail- 4 a Arnold, WPEN, treasurer, and Dor- 
f supervised = exactness and ; fe is Stuart, Bauer & Tripp, secretary. 
‘ care unmatc anywhere! A és | 
_ CENTURY i] |, Zale Joins Swan Studios 
- ELECTROTYPE / = | Walter F. Zale, formerly adver- 
Ry COMPANY 4 tising and sales promotion manag- 


. 160 East Illinois Street, Chicago 11, tinois 
, DElaware 7-1541 


Picture size ads 


(this small) get smiling results in N.E.D.! 


N.E.D. belongs on your schedule. For right now, low-cost N.E.D. 
product ads deserve a bigger slice of your budget. Bigger because 
now's the time to make each dollar count. And N.E.D. ads pay 
off in inquiries . . . in sales. . . in future buyers. Proof? Last year 
alone (after many, many gains) N.E.D. chalked up 19.1% more 
sales leads for advertisers and the volume in 1958 is running 
15.5% ahead of 1957. Reader action is phenomenal . . . 98 out of 
100 N.E.D. readers inquire about products or services brought 
to their attention by N.E.D. You point out your product's 
advantages to 80,000-plus industrial buying influences (not count- 
ing pass-along readers). You get your product message inside 
over 43,800 of the country’s buyingest plants. For full information, 
write for “Getting Your Product SEEN and SOLD Now!” 


A Publication, Penton Bidg., Cleveland 13, Ohio 


Advertising Age, June 16, 1958 


Net Radio Rocks ‘n’ 
Rolls as Much as the 
Independents: Young 


New York, June 11—Fed up 
with the competition’s insinuations 
that independent radio stations’ 
audiences are dominated by rock 
’n’ rolling teen agers, Adam Young 
Inc., which represents non-net- 
work stations only, hired Pulse 
Inc. to look into the situation. 

The study was conducted during 
the ’57-’58 winter season in 10 
major markets—New York, Chi- 
cago, Los Angeles, Minneapolis, 
Cincinnati, Milwaukee, New Or- 
leans, Atlanta, Seattle and Miami. 

In each city a so-called “mod- 
ern” station—a music, news and 
service independent—was com- 
pared with an “oldline” network 
affiliate. 


= The opening section of the 
brochure publishing the results 
of the study made it very clear as 
to whom these findings were di- 
rected against: 

“The ‘old-line’ networks, which 
have been most critical of ‘modern’ 
radio programming, offer the same 
type of programming on their 
owned-and-operated outlets dur- 
ing non-network hours.” 

The report then claims that the 
audience of music and news sta- 
tions is indeed a grownup one— 
nearly 85% adult, according to 
Pulse’s count in the survey cities. 
The rest of the house comprised 
teens — 11.7%, and kiddies—3.4%. 

Some 91.2% of the “old-line” 
stations’ audience was made up 
of adults. But Young still claimed 
more adults for the “modern” 
stations since the independents 
were reaching a bigger total audi- 
ence. + 


Storer Closes Western Office 

Storer Broadcasting Co. has 
closed its West Coast national sales 
office in San Francisco. The office 
was established several years ago 
to service West Coast accounts 
|when Storer owned KPTV, Port- 
land, Ore. Storer’s sale of the tv 
station has eliminated the need for 
the San Francisco office. Gayle V. 
|Grubb, formerly vp and manager 
of that office, has not announced 
his plans. 


Aubrey, Finlay Gains One 
Morton Chemical Co., Chicago, 
industrial and agricultural chemi- 
cals manufacturing corporation 
formed early this year out of five 
former subsidiaries of Morton Salt 
Co., has appointed Aubrey, Finlay, 
Marley & Hodgson, Chicago, to 
handle its advertising. C. Kirk Mc- 
Comb, formerly ad manager of 
Panogen Inc., Ringwood, IIll., one 
of the subsidiaries, will direct ad- 
vertising of Morton Chemical. 


Coleman Todd Gains Two 

Coleman Todd & Associates, 
Mansfield, O., has gained the ac- 
count of Martin Steel Products 
Corp., Mansfield fabricator of met- 
al farm buildings, previously han- 
dled by M. B. Kubic Advertising. 
Also new in the Coleman Todd 
shop is Wooster Brush Co., Woos- 
ter, O., maker of paint brushes and 
rollers, previously handled by Ful- 
ler & Smith & Ross, Cleveland. 
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Before the 1956 elections, politicians 
felt sorry for the American farmer. A year 
later the national economy started to sag, 
and there were too many people to feel 
sorry for. But in the interim the farmer 
survived, and now shows the one bona fide 
boom in the business indices. 

The farm operators’ realized gross farm 
income and assets for 1956 and 1957 were 
ahead of 1955. The 1951 peak income per 
person on farms was passed by 2% in 1957 
(with fewer people on farms). 

In the first quarter of 1958, cash receipts 
from farm marketing were running at an 
annual rate of $32 billion — $2 billion 
higher than the same period a year ago. 
Farm operators’ realized net income was 
about $13 billion annually, against $11.7 
billion in 1957. The US Department of 
Agriculture estimates net farm income in 
1958 from 5% to 10% higher. 

Farm prices are higher. In mid-May, 
compared with the same date last year, 
choice steers in Chicago were selling for 
$32.50 per cwt., up from $25; hogs $24.50 
per cwt., up from $18.75; eggs 36%4¢, up 
from 28¢. Grains except corn were higher. 
And retail food sales for the first quarter 
averaged 9% ahead of 1957! 

In Midwestern farm towns, business is 
better than it has been since 1952. Farmers 
are buying new tractors and machinery. 
This is the year the farm home is painted 


ae 


or remodeled, acquires a new kitchen or 
another bathroom, new appliances, new 
furnishings. And SuccessFuL FARMING 
subscribers will swell sales for Marshall 
Field & Co. in Chicago, make theatre 
tickets harder to get in New York, and bring 
home souvenirs from the Brussels Fair. 
Much of the increased farm income is 
going to SF subscribers, volume producers 
of corn, grains, and livestock 
products. Their estimated 
farm cash income in 1957 
was $10,870—and has 
been around $10,000 for 
several years. | 
In addition to its superlative market, 
SuccESsFUL FarMinc offer. a superlative 


; , 


medium. For more than fifty years it has 
helped the best farm families make more, 
save more, live better. It is an important 
contribution to their business, and their 
living; and as such has earned an influence 
unmatched by any other medium — and 
brings extra response to its advertisers. 

If you want better business, SuccESSFUL 
FARMING can bring you better customers— 
and balance your national advertising in 
one important market area where general 
media have little weight. 

For details, call any SF office. 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


Owns eleven permanent buildings— 


—— 


Be 


Successful Farming farm subscriber— 


With estimated average cash farm income | 


above $10,000 for several years past, 


for home and consumer items as well. 


No medium offers a better market, 


use SF this year. Call any SF office. 


Successful Farming ...Des Moines, New York, Chicago, Detroit, | 
Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 


That’s par for the average 


some big as a barn, 

some small as a shed... 
which makes the SF farmer | 
a continual customer for 


building materials, paints, etc. | 
he’s a choice prospect — 


or so much influence to make 
your advertising extra effective. | 


For sales rise, balanced coverage, 
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For the first time, an architectural magazine 
will devote a whole issue to lighting. 


The scope of this fabulous feature is revealed 
by Guest Editor Henry Wright, who defines 
the elements of Lighting and Architecture as 
“the products and equipment concerned with 
furnishing and controlling artificial and nat- 
ural light—lamps, switches, dimmers, wiring, 
fixtures, glass, domes, louvers, blinds, ete. 


a complete report by today’s experts...in September Progressive Architecture 


And also the factors in a building which play 
equally important roles in the resulting ‘lumi- 
nous environment’—paint, seating, flooring, 
wall covering, acoustical materials, partition- 
ing, window covering, and many other items.” 


According to a noted specialist, 10% of the 
cost of a large new building goes into artificial 
lighting, and provisions for natural lighting 
push the total over 20%. 


| 
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: 4 P/A’s authoritative editorial treatment is clearly 
Guest writers for illustrated by the brilliant line-up of authors and 
September P/A: articles which have gone into making up the 


September issue: 


Lighting and Architecture: The Aim 


Henry Wright defines the purpose of light in archi- 
tecture; notes the relationship between natural and 
artificial lighting; and offers a primer of techniques 
for use in providing lighting in buildings. 

Abe Feder, in a major article, examines “Light as 


C. M. Cutler, a Design Tool.” He discusses the area to be lighted, 
td ae light levels, light as a material, light sources, lighting 


organically and the correct approach to lighting. 


Lighting and Architecture: The Means 
The introduction to this section offers a glossary of 
terms by Henry Wright and Richard Kelly on the 
tools at hand to accomplish lighting objectives. 


Henry Wright, 
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Expert editorial staff—the outstanding team of top-level 
architectural writers and editors in the field, whose accum- 
ulative experience and talents guarantee editorial coverage 
in depth, which cannot be equalled by any other publica- 
tion. They are: 

THOMAS H. CREIGHTON, Editor. Member: A.I.A., Arch. 


Kenneth C. Welch, ‘ ait * he 26. 
FAIA, IES, prominent League, A.I.D., A.H.A., C.S.I. Architectural practice, 1926 


architectural lighting authority 


1946—including position as Senior Architect, Dept. of Hos- 
pitals, N. Y. Author of numerous books on architecture. 
CHARLES MAGRUDER, Managing Editor. Member: 
Arch. League, Municipal Art Society of N. Y., Society of 
Arch. Historians. Active architectural practice; City & 
Feature Editor, Tampa Daily Times; co-author, Homes. 
GEORGE A. SANDERSON, Feature Editor. Member: 
Arch. League. Active architectural practice; extensive na- 
tional magazine experience. 

BURTON H. HOLMES, Technical Editor. Member: A.I.A., 
I.E.S. Formerly with Lockwood-Greene Engineers, Inc. 
Author, Materials and Methods in Architecture. 

ILSE MEISSNER REESE, Associate Feature Editor. Ac- 


Richard Kelly, tive architectural practice. Work in furniture, industrial 
IES, AHLI, lighting consultant design and sculpture fields. 
for Seagram House ELMER A. BENNETT, Chief Draftsman. Practice with a 


number of architectural offices; conducted own practice 
and free-lance technical illustration business. 

WILLIAM W. ATKIN, Consulting Editor. Member: A.I.A. 
Editor of Reinhold Architectural and Art Books. 
STAMO PAPADAKI, Art Director. Professor of Design 
and noted author of art and architectural books. 
HAROLD J. ROSEN, “Specifications Clinic.’’ Member: 
Construction Specifications Institute. 


Deadline for reservations in September P/A is August 3 


Progressive Architecture means Productive Advertising 


In a multi-page, illustrated article, C. M. Cutler 
explores the “Sources of Illumination.” He covers the 
present variety and future potentialities of lights and 
lamps, and scrutinizes industry problems of research, 
development, tooling, estimates of demand for new 
developments, and other pertinent topics. 


Lighting and Architecture: The Results 


Presentations of buildings significant for the intelli- 
gent and imaginative use of lighting as a design ma- 
terial. Buildings of many types are featured. 

“Lighting of Schools,” by Kenneth C. Welch, is doc- 
umented with examples of school lighting techniques. 

“Lighting of Consulting Rooms,” by Richard Kelly. 
A case study of the lighting of special interior spaces. 

“Interior Design Data.’’ Louise Sloane’s section in 
September is devoted to interiors illustrating notable 
uses of lighting. 


PO oy yl Special Advertising Section in September 
PROGRESSIVE ARCHITECTURE 


Materials and Methods for Lighting—a special section for advertisers using full pages, 
spreads, and larger units has been arranged for the front of the book in September P/A. 
This section, for advertisers of materials, products and equipment for artificial and nat- 
ural lighting, will be prefaced by an editorial index page to the section. All advertisements 
in this section will be Starched for advertising readership. 

For all advertisers of lighting products; September PROGRESSIVE ARCHITECTURE offers 
a rare opportunity to address the world’s largest architectural circulation in an editorial 
atmosphere that focuses reader attention entirely on lighting topics and lends maximum 
impact to their advertising message. 


Special Bonus! Because of the subject of the September issue, P/A has ar- 
ranged a one-time circulation of the magazine to a select group of electrical consulting 
engineering firms. The readership in this bonus group is expected to reach well above 2000. 
Just another reason for scheduling the September Lighting Issue, NOW! 


Here's why PROGRESSIVE ARCHITECTURE speaks with authority in every issue: 


LOUISE SLOANE, “Interior Design Data.” Member: 
A.I.D., Industrial Designers Institute. 

FREDERICK GUTHEIM, “Washington Report.” Director, 
Joint Committee on Washington Metropolitan Problems. 
WILLIAM J. McGUINNESS, “Mechanical Engineering 
Critique.” Member: A.S.M.E.; author and professor. 
ADA LOUISE HUXTABLE, “Progressive Architecture in 
America.”” Member: Society of Arch. Historians. 
BERNARD TOMSON, “It’s the Law.” Expert on architec- 
tural and engineering law. 

WILLIAM HURD HILLYER, “Financial News.” Author- 
ity on the economic aspects of architecture. 

Expert contributing editors—the noted writers in Septem- 
ber join a distinguished group of experts who have been 
featured in the previous “special-interest” editions of 
PROGRESSIVE ARCHITECTURE: 

HAROLD SLEEPER, F.A.I.A., Commissioner, N. Y. Board 
of Standards and Appeals. On Curtain Wall Construction. 
WILLIAM DEMAREST, A.I.A., formerly Modular Co- 
ordinator of the American Institute of Architects. On 
Modular Assembly. 

JOHN K. M. PRYKE, A.S.M.E., senior partner, Slocum & 
Fuller, Consulting Engineers. On Air Conditioning. 
VICTOR GRUEN, A.1I.A., internationally-known architect 
and city planner. On Shopping Centers. 

Dr. WALTER DUSCHINSKY, electronics consultant for 
industry and former telecommunications advisor for the 
United Nations. On TV Stations and CELA (Communica- 
tions, Electronics and Automation) in Architecture. 
RICHARD ROTH, A.I.A., of Emery Roth & Sons. On High- 
Rise Buildings. 
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430 Park Avenue, New York 22. N.Y. A Reinhold Publication 
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> This is the formula 


that keeps Hutchings & Melville engravings 


Selling at the Point of Impression 


+ ore 
i 


Hutchings & Melville, Inc. 


custom photoengraving 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 


Norwalk Joins Platka Export 

Thomas S. Norwalk has been 
named advertising and sales pro- 
motion manager of Platka Export 
Co., Fort Wayne, as part of the 
company’s “program of expanding 
|operations.” Mr. Norwalk former- 
lly was with M-E-L division of 
Ford Motor Co. as an advertising 
coordinator. 


MacFarland Names Pollock VP 

Bert Pollock, formerly a vp at 
Batten, Barton, Durstine & Osborn, 
San Francisco, has been named vp 
and director of MacFarland Adver- 


| tising, San Francisco. Mr. Pollock | 


| joined MacFarland May 7 after 14 
years with BBDO. Most recently 

| he was account supervisor on the 

| U. S. Steel account in Pittsburgh. 


Henderson Appoints Lee 

Loy R. Lee, formerly merchan- 
dising director of Earle Ludgin & 
Co., Chicago, has joined Hender- 
son Advertising Agency, Green- 
ville, S.C., as director of merchan- 


na 
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served by our publications. 


from the Palmer House. 


te better te sowe you... 


Vance business publications have a new address, 
with more space and facilities to better serve readers and 
advertisers. And... room in which to grow. 


One of these facilities is a well-appointed new 
conference room, which is available for small group meetings 
of the people, associations and companies in the fields 


Next time you are in Chicago, drop in and see us. 
We're in the heart of the “Loop” right across the street 


VANCE PUBLICATIONS 


59 EAST MONROE STREET + CHICAGO 3, ILLINOIS « Financial 6-7788 


Advertising Age, June 16, 1958 


Zlowe Cites Ad 
Motit Shift from 
‘Pride’ to Practical 


New York, June 10—‘Analyze 
your advertising program,” Zlowe 
Co. says, in the first issue of its 
new house organ, “Perspective,” 
published for medium-budget ad- 
vertisers. 

“See if your advertising pro- 
gram is based on a 1957 or a 1958 
concept,” the agency suggests. 
“There’s a decade of difference, 
economically speaking,” it says, 
|““between these two years. 

“Re-examine your marketing 
plan to see if it is based on the 
new facts of consumer life. 

“Emphasis should be on crea- 
|tivity—not on following company 
\‘X’ because the other fellow’s 
pasture looks greener. Don’t let 
your competitor make your deci- 
sions. 

“Maybe you can give the con- 
sumer a better reason than he can 
'give himself for buying your prod- 
uct. He needs to justify himself in 
|his own eyes for getting that new 
appliance, paying more for that 
higher quality brand. 

“Maybe your product image is 
ripe for a new selling approach, a 
new facelifting,” the agency sug- 
gests. 


s “Utility, value, health and other 
|practical factors may now loom 
|more important than pride of 
ownership. 

| “And if consumers are trying to 
|get more for their money, trying 
to make their dollars work harder 
—shouldn’t you? 

“The point is that what was 
good yesterday in your advertising 
is not necessarily good today. It 
may be time for an ‘agonizing re- 
appraisal’.” + 


‘Facts & Figures on 
iF ootwear’ Published 

In 1957 shoe and allied manufac- 
turers spent $8,956,176 in national 
magazine advertising compared to 
$8,546,601 in 1956, according to the 
1958 edition of “Facts & Figures on 
Footwear,” published by the Na- 
|tional Shoe Manufacturers Assn., 
|342 Madison Ave., New York. The 
|80-page brochure is packed with 
| Statistics on the shoe industry, in- 
cluding manufacturing figures, re- 
tail statistics and information on 
raw materials. 

One chart shows the 1957 per 
capita consumption of leather 
shoes in leading countries of the 
world and finds the U. S. leading 
with 3.45 pairs, followed by the 
U.K. with 2.77 and Canada with 
2.72. Lower on the list are Italy 
with 0.86, the U.S.S.R. with 0.85 
and Uruguay also with 0.85. Last 
comes China with 0.01. 


|Wentzel, Wainwright Adds 3 

| Wentzel, Wainwright, Poister & 
|Poore, Chicago, has added three 
men to its staff. J. D. De Vaun, a 
copy-contact man, formerly was 
|copy group head at Grant Adver- 
|tising, Chicago. James A. Derno- 
coeur, named account executive, 
was branch advertising manager 
for the Norge Chicago Corp. Rob- 
jert W. Teichmann, also an ac- 
count executive, comes from Kaiser 
Aluminum & Chemical Sales, 
where he was assistant to the man- 
ager of distributor sales. 


Gardner & Stein Adds Two 

Gardner & Stein, Chicago, has 
been named to coordinate a mar- 
keting, advertising and sales pro- 
motion program for Dinkler Enter- 
prises, operator of hotels, motor 
courts and a restaurant in the 
South. Koehl, Landis & Landan, 
New York, will continue to place 
Dinkler advertising. Gardner & 
Stein has also been appointed to 
plan and develop a group sales 
manual for the Hotel Sales Man- 
agement Assn. 
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PRESS- GAZETTE 


APPLETON, NEENAH-MENASHA 


POST-CRESCENT 
Ruuing Mbiteatlom DV iconv 


Sanomee the Appeintnent™, 


of 
SAWYER - FERGUSON - 
WALKER COMPANY, Inc. 


NEW YORK — CHICAGO ATLANTA — LOS ANGELES 
PHILADELPHIA — DETROIT SAN FRANCISCO — SEATTLE 


National Advertising 
Representatives 


effective 


JULY Ist, 1958 


..at an attractive Combination Rate! 
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Mat Service 


AND COVER ALL YOUR DEALERS 


NOW! WE MAKE YOUR AD MATS 9 f4 
IN TOP 1000 CITIES FOR ONLY Em Wy i 


Pe 


This is your complete cost for the entire mat (live area: 5% x 10% ins.) as shown actual size 
below. You can use it as two 2-column x 5-inch ads and several small one-column ads as we have 
shown—or in any other arrangement you wish. You furnish mechanicals. Our cost includes every- 
thing else—engravings, mats, newspaper proofs, cartons, collating, addressing and shipping. No extra 
charges. 


- Mat Page One - FBMS 


FBMS 


Famous Brand 


- FBMS - Mat Page One - FBMS 


Any way of distributing dealer mats was an acceptable way 
back in the days when anyone would buy anything ..... 


Today, there's a selling job to do! And an outmoded mat 
distribution method is the weak link in the sales chain! 


Up to now, retail ad mats have always been shipped to dealers who usually order 
more than they can possibly use (if they find time to order at all) and then fre- 
quently fail to find them when the newspaper salesman makes his call. But, now 
there’s a better way! Starting July 10th (and once a month thereafter) we’re ship- 
ping dealer ad mats to the newspapers—where they belong! So economical and 
efficient it is being widely used by top manufacturers and endorsed by newspapers 
everywhere. A typical reaction: 


“QUITE AN INGENIOUS PLAN ...WOULD ENDORSE 100% 


At the present time we have a problem in coordinating the mats between the 
dealers and the newspapers. The dealer either discards them upon arrival or tucks 
them away in some corner and forgets about them.” 


MARK COLLINS, ALBANY TIMES-UNION 


_ FBMS - Mat Page One - FBMS 


Famous Brand Mat Service now distributes dealer mats 
to all 1300 dailies in the top 1000 markets! 


And you can put your dealer mats on file at all 1300 newspapers for the immediate 
use of all your dealers in these top 1000 cities where you do more than 95 percent 
of your volume. We do not encroach upon your dealer program. You continue to 
prepare and distribute your dealer ad book as always. But you note under the mat 
proofs (or with a tip-on) that “the above mat is now on file with your daily news- 
paper for your convenience.” 


Use only your bread-and-butter ads in Famous Brand Mat Service—the best ads 
in the best sizes on your best items. You may wish to retain distribution of mats 
of unusual size or on infrequently advertised products. The important thing is to 
get the important mats out in the field where your dealers can use them instantly. 
We coordinate your ads along with those of dozens of other top manufacturers in 
a series of full mat sheets which the newspapers file for 13 months. We print news- 
paper proofs which the newspaper ad salesmen can use to sell your dealers. And 
we ship the entire merchandising kit to all 1300 newspapers free of charge! 


Use it for as little as $264. Use it whether you have a co-op plan or not. Use it 
just once or twice a year, or every month, if you wish. But use it! If you are a trifle 
tired of outmoded methods of mat distribution, with their built-in waste and 
inefficiency . . . call Pleasantville (N. J.) 4620 today . . . or mail the coupon below! 


- Famous Brand Mat Service © 


RATE SCHEDULE 
Quarter mat sheet 
(live: 5%” x 10%”), 
Half mat sheet 
(live: 10%” x 11”), 
Full mat sheet 
(live: 11” x 21”), $768. 


Additional full mat sheets in same 


FAMOUS BRAND MAT SERVICE 
1401 NORTH MAIN STREET 


$264 PLEASANTVILLE, NEW JERSEY 


$432. 


covered, as well as production data. 


Please mail full information on the new 
monthly Famous Brand Mat Service 
including list of cities and newspapers 


monthly release at even lower rates. 


Rate is all inclusive service from your 
mechanicals. Includes engravings, mats, 


newspaper proofs, cartons, collating, 
addressing and postage. 
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Three Steps to a W 
...at The Hote 


onderful Weekend | 
1 Roosevelt 


HoTEL CORPORATION 
OF AMERICA 


PiSorvecabtnt 


THE HOST—Hotel Corp. of America is running a series of two-color 

pages in Newsweek for its member hotels, emphasizing individuali- 

ty but tying in the corporate image via the HCA Host cartoon char- 
acter. James Thomas Chirurg Co., Boston, is the agency. 


Hotel Corp. Ads to 
Stress Individuality 
of Hotels in Chain 


Boston, June 10—The Hotel 
Corp. of America is using a series 
of two-color page ads in Newsweek 
to emphasize the individuality of 
each hotel in its chain. 


Each ad features the individual | 


charm of a single hotel, but ties in 
strong corporate identification with 
a special symbol—the HCA “Host” 
cartoon character. Six hotels and 
the Charterhouse Motor Hotels are 
in the chain. 

The format of combining indi- 
| viduality with a corporate image 
javoids having the hotels become 
stereotyped in the public’s mind, 
the corporation believes. Said A. M. 
Sonnabend, president: “Behind the 
grandeur of every fine hotel, and 
the esteem with which it is held, 


lies the singular presence of an} 


all-prevailing individuality—a 


personality.” 


= Besides the consumer ads, HCA 
is running a related program in 
trade magazines for industry sup- 
port and to help promote group and 
convention business. 

A typical ad in this series is 
headed: “Your amiable host in 
Cleveland—the HCA Cleveland.” 
Body copy accents the conven- 
iences, and facilitates reservations 
by giving the name of the manager, 
phone number and teletype num- 
| ber. 

Hotels in the chain are the Hotel 
Roosevelt, New York; The May- 
flower, Washington; Hotel Cleve- 
land; Edgewater Beach Hotel, Chi- 
cago; Hotel Somerset and Hotel 
Kenmore, Boston. The Royal Or- 
leans Hotel in New Orleans will 
open next year. 

James Thomas Chirurg Co., Bos- 
ton, is the corporate agency. + 


| Van Brunt Adds 2 Accounts 
American Banner Lines, new 
| carrier on the North Atlantic run, 
has appointed Van Brunt & Co., 
|New York, to handle its advertis- 
jing. American Banner’s 900-pas- 


senger S. S. Atlantic makes her 
maiden voyage from New York 
June 11. Two more tourist class 
liners will follow in the next five 
| years. Van Brunt also has been 
|named agency and marketing 
counselor for Maple House, New 
York retailer of célonial furniture 
and accessories. Newspaper and 
magazine drives are scheduled to 
begin June 22. Frances, Morris & 
Evans previously handled Maple 
House. 


Canadian Cherry Group Bows 
Ontario cherry growers and 
| processors have established an or- 
|ganization—the Canadian Red 
|Cherry Institute—to promote sale 
jof their product. Directors of the 
| Ontario Pear, Plum & Cherry 
Growers’ Marketing Board and the 
Ontario Food Processors’ Assn. 
have approved recommendations 
|to form the institute. The new in- 
|stitute will carry on the promotion 
of cherries on a permanent basis, 
through an assessment on produc- 
tion paid by both producers and 
processors. 


‘Jobber Times’ Bows Soon 

The first issue of Jobber Times, 
new national trade magazine cov- 
ering the fields of wholesale dis- 
tribution of home and garden 
products, will be published Sept. 
15, 1958. Jobber Times will be 
published by Ferncase Publishing 
Co., 71 E. Foothill Blvd., Arcadia, 
Cal., every other month. It will 
have an initial controlled circula- 
tion guarantee of 8,100. One-time 
page rate is $265. 


} 
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| Vera 
does 
it! 
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See page 86 
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they ask William ROUSE co tos ancetes, car 
who reads MECHANIX ILLUSTRATED 


Among his neighbors, William Rouse 
of Los Angeles is known as a man who 
can do just about everything, and they 


know they can ask his advice on any- 
thing about “do-it-yourself.” 


He is shown above with his young 
Boy Scout son, Tommy, filling up the 
car they made together. As president of the sponsoring parents 
of local Scout Troop No. 521, he helps the boys in many merit- 
badge-earning projects. 


A flight test engineer for North American Aviation, he has a 
busman’s holiday when making models such as the ASL-01 
manned space ship shown in the small photograph. On a more 
down-to-earth basis, Mr. Rouse finds much pleasure and relaxa- 
tion in making scale steamboat models from his own blueprints. 


Like most other MECHANIX ILLUSTRATED readers, Mr. 
Rouse is a homeowner and a car owner. His home workshop is 
often utilized in his many projects, including a recently com- 


Sources: Starch Consumer Magazine Report, June, 1957 
1957 MECHANIX ILLUSTRATED ‘‘Do-it-Yourself’’ Survey 
Publisher’s Statement to A.B.C., December 31, 1957 


CHICAGO + DETROIT « LOS ANGELES + SAN FRANCISCO + MIAMI 


pleted Colonial hutch cabinet. On his late model station wagon, 
he finds time to change the oil as well as tires. He also washes 
and waxes it. 


Practical know-how and the ability to tell others how to enjoy 
the satisfaction of doing things well themselves make MECHANIX 
ILLUSTRATED readers such as William Rouse (more than 
1,500,000 of them) a natural fountain of information for friends 
and neighbors who want to discover for themselves the personal 
pleasure of today’s “do-it-yourself” way of living. 


These men purchase products advertised in MECHANIX 
ILLUSTRATED-~—their favorite “how-to-do” magazine and their 
advice to others in the same direction carries weight. You can 
make them buy through M.L.! ana 


MECHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
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| Deal SURED DIN hb) fee eta yY DID IT THROUGH TIME 


In a dramatic advertisement this week, 

Jones & Laughlin reaches industry’s top 

. prospects for steel and America’s most able- 

m to-buy new car prospects—all in one maga- 
: zine: TIME. 

And, specially prepared “See it in TIME” 
advertisements from J & L will also appear 
in three Detroit newspapers, the Wall 
Street Journal and the New York Times as 
®xtra insurance that the company’s mes- 
Sage will get immediate attention from the 

readers of TIME: 2 4% million best prospects 
for dealers across the country. 


hee 


Through TIME, J & L reaches families 
that are everybody’s business. This one 
Magazine has become the nation’s leading 
medium for the advertising of industrial 
products, and a growing force for the ad- 
vertising of quality consumer products and 
services. 

These millions of TIME readers make the 
buying decisions for business. At the same 
x time, they set the fashion pace for all that’s 

new in autos and appliances and air con- 
ditioners—season after season, year after 
year, model after model. 

J & L this week reaches America’s execu- 
tive and professional families—with eight 
full pages of color, in the June 23 issue of 
The Important Magazine Everywhere. 
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16 Joined BPA During May 

The Broadcasters’ Promotion 
| Assn. has gained 16 new members 
isince it launched its current mem- 
bership drive May 1. The new 
members are H. Wynn Bussman, 
A. C. Nielsen Co., Chicago; John 
G. Chapman, KTRK-TV, Houston; 
|W. B. Colvin, Television Bureau 
|of Advertising, New York; Hughes 
\Drum, WWL-TV, New Orleans; 
1|/Robert Edell, WJBK-TV, Detroit; 
James G. Hanlon, WGN, Chicago; 
Louis O. Hertz Jr., 
Atlanta; Edward J. Hirschberg, 
| WEDO, McKeesport, Pa.; Bud Kir- 
van, WXYZ, Detroit; Duncan Mil- 
ler, WMAL, Washington; Morris 


WAGA-TYV, | 


|Wattenberg, WABC and WABC- 


TV, New York; Clarence S. Mug- 
ge, WMBD and WMBD-TYV, Peor- 
ia, Ill.; Arthur R. Garland, WGY, 
Schenectady, N. Y.; David W. 
Meister, WEEK and WEEK-TV, 
East Peoria, Ill.; Byron Taggart, 


|\WFLA and WFLA-TV, Tampa, 


Fla., and the promotion manager 
of WSRS, Cleveland. 


Hibbard Joins Spotts Mailing 

R. E. Hibbard, formerly with the 
ad department of General Foods 
Corp.’s Post cereal division, Battle 
Creek, Mich., has joined Spotts 
Mailing Corp., Minneapolis, 


|sales promotion manager. 


LEAVE US KEEP 


NEPOTISM 


IN THE FAMILY... 


ONE OF A 


SERIES OF CANDID ViEWS AT 
GUILD, BASCOM axv BONFIGLI- ADVERTISING 
SAN FRANCISCO; LOS ANGELES, NEW YORK, SEATTLE 


BOYS... 
WE’RE IN TROUBLE - 


“OLD MAN SMOOTHIE 
THINKS HIS SON-IN-LAW 
SHOULD SELL H/S 

SOFT SOAP ON TV.Z 


/ 


NOW ISN’T THAT JUST 
LIKE SMOOTHIE..2 
EXPECTING US TO 
HIRE HIS RELAT/VES- 


‘NOI! AFTER WE'VE 
SPENT THOUSANDS 
FINDING THE IDEAL 
PERSONALITIES TO ; 
PITCH HIS SOFT SOAP. 


WE CANT SHOW 


THAT SORT OF 


a to 


WHEN | THINK OF 
HOW WE'VE GIVEN HIM 
ToP TALENT FOR A 
FALTRY #25,000 

PER WEEK..% 


a 


as | 


|| classified linage since 


‘Lima Citizen’ Sets 
Big Party to Mark 


Lucrative First Year 


Lima, O., June 10—The Lima 
Citizen will celebrate its first 
birthday here July 4 with a bang- 
up party planned for citizens of 
Limaland. 

All children under 15 will be 
encouraged to fish (no licenses are 
necessary) for some 2,000 fish 
which have been stocked in one 
of the lakes in Faurot Park. Pro- 
fessional casters from Indiana and 
members of the Sportsmen League 
|of Allen County will conduct cast- 
ing classes for the kids during the 
| day. 

Afternoon activities, which will 
|be held at Schoonover Park, will 
include free merry-go-round rides, 
'a bicycle parade and a fireworks 


|display. 10,000 colored balloons and | 
|} 25,000 cold drinks will be given| 


| out. 

Other entertainment includes 
| professional skiing on Schoonover 
| Lake; swimmers and divers from 
|Ohio State University, and flights 
|of jet planes from nearby Army 
| and Navy bases. The Citizen will 
{en up the entire tab. 


|@ Since its founding on July 1, 
|1957 (AA, May 27, ’57), the Lima 
Citizen has compiled an impressive 
'business record. Management of 
| the Citizen said it was founded as 
a protest against the “socialistic” 
| theories of Raymond Cyrus Hoiles, 
owner and publisher of the com- 
peting Lima News (AA, Aug. 12, 
"S7}. 
| In the 11-month period from 
| July 1, 1957, through May 31, 1958, 
the Citizen carried 8,564,078 agate 
lines of local advertising as com- 
pared with 4,882,294 lines for the 
News. Over the same period, the 
Citizen ran 2,572,512 lines of clas- 
| sified advertising as against 1,738,- 
|378 lines for the News. 

On the national advertising 
front, the Citizen ran 636,506 lines 
as compared with 664,015 lines for 
the News for the 11 months. These 
| figures were supplied by Shannon 
& Associates, representative for the 
| Citizen. 

Shannon asserted that the Citi- 
| zen has led the News in local and 
the first 
|month of its founding, and took 
over the lead in national advertis- 
ing linage last November. The Cit- 
izen has been increasing its advan- 


Advertising Age, June 16, 1958 


,tage each month since November, 
Shannon said. 


s For the first five months this 
year, according to Shannon, the 
Citizen ran 346,448 lines of nation- 
al advertising as compared with 
207,226 lines for the News. For the 
month of May this year, the Citi- 
zen carried 84,951 lines of national 
advertising as opposed to 41,742 
for the News, Shannon said. 

The latest Audit Bureau of Cir- 
culations figures (the three-month 
period ending Dec. 31, 1957) show 
the Citizen with a daily circula- 
tion of 24,147 and a Sunday dis- 
tribution of 24,941. The News had 
a daily circulation of 16,402 and 
|Sunday circulation of 19,435 for 

| the same period. + 
Friskies Cubes Drive Offers 
15¢ Allowance Coupon 

The Albers Milling division of 
|Carnation Co., which recently in- 
troduced its new six-flavored, six- 
colored Friskies Cubes dog food, 
will launch the product in the West 
with a heavy consumer campaign, 
featuring a 15¢ consumer cash-al- 
lowance coupon offer. The cam- 
paign is scheduled for July and 
August. A local-level campaign 
will include 1,000- and 800-line 
two-color and b&w ads in 80 met- 
ropolitan newspapers, plus full- 
color insertions in nine independ- 
ent Sunday supplements. 

National and regional support 
will be given by full-color pages 
in Everywoman’s Family Circle, 
Life, Sunset Magazine and West- 
ern Family. “Burns & Allen” on 
CBS-TV will also boost the new 
|product. Ads will feature a con- 
sumer redemption offer, allowing 
15¢ toward the purchase of any 
size Friskies Cubes. They will be 
available in four sizes: 22-o0z., 4%4-, 
9- and 18-lb. bags. Erwin Wasey, 
Ruthrauff & Ryan, Los Angeles, is 
the agency. 


Photo Club Names Kohl VP 

R. J. Kohl has been named vp 
and general manager of the Photo 
Club of America, Chicago, a divi- 
sion of the Premium Club of Amer- 
ica. For the past eight years Mr. 
Kohl has been director of adver- 
tising of the Society for Visual 
Education. Under Mr. Kohl’s direc- 
tion the photo club will specialize 
in consumer and dealer promotions 
utilizing PCA “Bonus Coupons” 
redeemable as part payment for 
various photo finishing services 
and products. 


IT BOYS M4, 


Only the News-Sentinel and Jour- 
nal-Gazette give you such satura- 

tion coverage of this great mid- 
western market. Together they de- 
liver 138,970 copies among 1|86,- | 
740 homes. The Sunday Journal- 
Gazette delivers 95,014 copies. 


BUY A CAKE 
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RIGHT AWAY | 


Sy 


Guaranteed Coverage 
Every Day Of The Week 


County Daily Sunday 
Adams .. 68% 54% 
Allen 71% 
DeKalb 50% 
Huntington 43% 
Kosciusko ere ec ae 20% 
III | shthclareincacirotbats 36% 
I dri iniccmiigasmensstiatans 46% 
Steuben 56% 
Wabash iepagiaehcaiahi 23% 
Re REE 52% 
Whitley 55% 
Defiance, O. 23% 
| a eee . 45% 
SS ae 35% 
et, © - on... ci cere 25% 
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y POIN T-WITH-PRIDE DEPT- 


MARY ELLEN’S JAMS Ano JELLIES CWITH G.B. ano B. 
SINCE JUNE 1957) REPORTS. 1957 SALES HIGHEST 
IN ITS HISTORY. DURING &G-MONTH PERIOD 
~ SINCE TELEVISION BEGAN IN KEY MARKET OF 
3 LOS ANGELES , SALES HAVE INCREASED MORE 
a THAN 27% / 

MEANWHILE SALES CONTINUE STRONG FOR 
= OUR OTHER CLIENTS SUCH AS SKIPPY PEANUT 
a BUTTER, NUCOA MARGARINE , RALSTON RICE CHEX 
woe AND WHEAT CHEX, RY-KRISP ano INSTANT RALSTON, 
‘4 HARRY and DAVID'S FRUIT-OF-THE-MONTH, FARMER 
4 JOHN'S HAM AN? BACON , MOTHER’S COOKIES, 
HEIDELBERG BEER 4xo° BREAST-O-CHICKEN TUNA. 


Write for free 
Market folder 
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Largest Circulation in 


_ Weekly Magazine History 


First quarter 1958 average: 6,428,276 af 


Ten years ago, there was no need for a service 
magazine for television families. 


But ours is an era of swift change... an era of 
| Million opportunity for advertisers. 


py e And today TV GUIDE offers you the largest circu- 
. lation in weekly magazine history —with 78% of its 


1 6,428,276 
{ / - asalenn sales voluntary single-copy purchases at supermar- 
(; a kets, drug stores, newsstands and other outlets. 
--( 
~-—-—-—=— -—---¢-7~ ° n oaae ° o 5 
| LIFE » a People will spend more than fifty million dollars this 2 To 
5 year to buy TV GUIDE magazine because it fills a 
a aa, continuing need which no other publication meets. 
i POST me al Here is one magazine people read more frequently 
than any other—an average of five times a day per 
reader. Here is the one magazine of equal interest to 


everyone in the family. Here is a service magazine 
unparalleled in publication history. 


-@5,731,138 


The consuming daily interest in TV GUIDE maga- 
zine insures your advertising a frequency of expo- 
sure second to none. 


This major showcase for consumer products is cur- 

GUIDE rently available to you at an actual cost per thou- 

1 sand of $2—lowest rate by far among major 

1953 1954 1955 1956 1957 1958 magazines. You can also buy it regionally, with 
utmost flexibility. 


7—N 
CABG Based on publishers’ first quarter, 1958 interim statements 
= - ABC, subject to audit. 


In the months and years ahead, more and more 
advertising schedules will begin with TV GUIDE 
magazine. You couldn’t get off to a better start! 
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Best-selling Weekly in America 
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arnation Expands 
Sunburger’ Drive for 
Evaporated Milk 


Los ANGELEs, June 10—In an ex- 


pansion of its successful “bun- 
burger” campaign of last year, 
Carnation Co. will kick off a 


strong advertising and merchan- 
dising program in July, to promote 
the use of Carnation evaporated 
milk in burgers. 

The promotion suggests multiple 
opportunities for grocers to sell 
products in the meat, dairy, bak- 
ery and grocery departments. In 
addition to Carnation evaporated 
milk and ground beef, the “bun- 
burger” promotion features olives, | 
pickles, cheese, catsup, potato) 
chips, lettuce and tomatoes. Mer- 
chandising material includes prod- 
uct banners, and giant theme ban-| 
ners. 


i 
| 


s Advertising support includes | 


a direct approach 
fo customers overseas... 


AMERICAN EXPORTER PUBLI- 
CATIONS provide a specialized cir- 
culation to the business firms overseas 
that buy U.S. products. 


An advertising medium that quickly, 
simply and economically reaches new 
customers in all world markets—be- 
cause one advertisement in one mag- 
azine goes to 154 different countries 
of the world. 


Write for the 1958 Buyers Guide to 
United States Export Products fea- 
turing more than 1,000 United States 
firms selling in export today through 
AMERICAN EXPORTER PUBLI- 
CATIONS. 


oAARNACELIL 
PUARMAL 


Johnston Export Publishing Co. 
386 Fourth Avenue, New York 16, N. Y. 
’ ~ 


full-color insertions in The Amer- | 


ican Weekly, Family Weekly, Life, 
Parade and five independent Sun- 
day supplements. Ads also will 
run in Ebony, Grit, Farm Journal, 
Household, Modern Romances, 
Progressive Farmer and True 
Story. 

These insertions, 
July and August, will highlight a 
recipe using evaporated milk to 
keep burgers juicy and 
Broadcast promotion will include 
commercials on “Burns and Al- 


len,” and Art Linkletter’s “House | 


Party” (CBS-TV) and on the 
Keystone network and individual 
stations in specialized markets. Er- 


win Wasey, Ruthrauff & Ryan, Los | 


Angeles, is the agency. + 


running in 


firm. | 


ENCOURAGING— 
Sutherland - Ab- 
bott Advertising, 
Boston, says, “It’s 
a good thing, at 
a time like this, 
to have a client 
like this.” The ad 
appears in Indus- 
trial Distribution 
in June. 
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| Gillnetter Plans Drive 

| Gillnetter Co., Astoria, Ore., 
will introduce its salmon brand to 

{the New York market via news- 

| papers, radio, tv, point of pur- 

|chase and other media Aug. 1. 
Cooperative advertising with su- 
permarkets and independent gro- 
cers is also scheduled. Fairfax 

| Inc., New York, is the agency. 


GUTS NOT 


CUTS 


that’s what business 


Keller Joins Zimmer, Keller 

Z 1 Ralph E. Keller Jr. has joined 

needs Right Now! ithe media and market research 

tte we se (department of Zimmer, Keller & 

Calvert, Detroit. Mr. Keller has 

‘been associated with the outdoor 

~~ advertising industry for 20 years, 

lthe past 12 with Outdoor Adver- 
\tising Inc. 


MORSE THIET ORLA 4 MACHINE CO 
haw 8eoF O=D WARE 


“Industrial Marketing is must reading for me. It goes 
beyond current news into the techniques of marketing 
industrial products, which is of paramount importance to 
anyone concerned with selling to business and industry.” 


Prior to entering the agency field in 1946, Mr. Palmer served in the 
army both in Europe and the Far East, attaining the rank of captain. 
Before the war he had been sales control manager for the 

American Sales Book Company in Niagara Falls. Mr. Palmer 

joined Comstock & Company as media director, and five years later 
(1951), was named marketing and research director. In 1956, he 
became a vice-president of the Buffalo agency. Mr. Palmer 


PRERERREDpD 
With Men Who Make Industrial 


SSKSSSSSSESSSSSSSSSSSHSSSSSSSSSESSSHVSSSSVSSSE SVSSSRSSSSSVRSSSSS SSS SS 


says C. O. McNEER 
General Sales Manager, Chemical Division 


The Goodyear Tire & Rubber Company 


“Industrial Marketing is one of those few magazines we make 
time to read. Its brisk, stimulating features and concise 

style help immeasurably to keep us abreast of current 
marketing happenings and trends.” 


Mr. McNeer’s record in the chemical industry dates back to 1933, 
and includes experience in the development, manufacture and sale of 
chemical materials. After field sales experience, he was appointed 
district manager in 1948 of the Chicago office of The Goodyear 

Tire & Rubber Company’s chemical division. He was named field 
sales manager for the division in 1951, and held that position until his 
appointment as general sales manager in 1954. Outside 

the business world, Mr. McNeer is an avid sportsman, with golf and 
fishing being among his favorite activities. 


says T. SLOANE PALMER 
Vice-President 
Comstock & Company 


is active in the N.I.A.A. as well as other professional associations, 
and devotes some of his leisure time to his hobbies—fishing, 
gardening and collecting Canadian postage stamps. 
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U.S. Has Lion‘s 
Share of World's 
Autos, Poll Shows 


NEw York, June 10—As of Jan. 
1, 1958, there were 107,242,748 cars, 
trucks and buses in operation on 
the roads of the world. Of this 
total, the U.S. accounted for 66,- 
671,069. 

When it comes to passenger cars, 
the U.S. share is even greater— 
55,928,575 out of a world total of 
82,327,708. 

These 
ures reported in the annual world 
motor census conducted by The 


are some of the fig- | 


= je 3 oe te tee | : : 


Hill International magazine. ,international magazine, Automo- 
World motor vehicle production | tive World, shows that U.S. com- 
in 1957 totaled 12,342,784, with the | panies exported 141,381 cars and 
U.S. accounting for 7,205,702. Next | 186,085 trucks during 1957. 
came West Germany (1,212,262), The five biggest export markets 
Britain (1,150,964), France (927,-| for new cars were Venezuela (19,- 
956) and Canada (411,202). | 708) Mexico (18,599), Canada 
| (16,360), South Africa (13,564) 
® Iron curtain countries, including |@nd Belgium-Luxembourg (12,- 
the Soviet Union and China, pro- |956). The biggest export market 
duced only 615,125 vehicles, of | for trucks was Brazil (26,957). 
which 438,125 were trucks and| Total automotive exports in 1957 
buses. | declined from $1.4 billion in 1956 
Outside of the U.S. and Canada, | to $1.3 billion, # 
the world’s leading automotive 
producers in 1957 were: Volks- Vanda Joins JWT, Hollywood 
wagen, 472,554; British Motor) Charles Vanda has joined the 
Corp., 450,000; Renault, 314,129,, Hollywood office of J. Walter 
and Fiat, 308,464. Thompson Co. as a vp to develop 
Another survey, by the Johnston | new television properties. He will 
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SSSVSS SSS SS Se SS SSR ee sees Sesesseses 


and adeclising lo business and smdudlry 


INDUSTRIAL MARKETING 


200 EAST 


ILLINOIS STREET * 
480 LEXINGTON AVENUE 


@@ee8¢ @ & 


says PHILLIP A. SINCLAIR 

Accounts Supervisor, Industrial Divisions & 
Spark Plug Department 

The Electric Auto-Lite Company 


the few monthly publications that are musts.” 


report to William Wilgus, vp and 
production supervisor, and _ to 
Danny Seymour, New York vp and 
director of television. Mr. Vanda 
was previously vp in charge of 
programs for WCAU-TV, Phila- 
delphia. 


Harvey Publications Confers 
With Paramount on Film Buy 
Negotiations are under way for 
the purchase of the remaining 
block of Paramount Pictures’ car- 
toons and short subjects for show- 
ing on television by Harvey Pub- 
lications, New York, comics book 
publisher. Harvey publishes sev- 
eral comics books based on Para- 
mount film characters, including 
“Casper,” “Little Audrey” and 


“I look upon Industrial Marketing as a continuing 
postgraduate course—something that’s an essential in today’s 
fast-changing industrial marketing activities. IM is one of 


For several years, both before and after his World War II service 

as an infantry officer, Mr. Sinclair was associated with the Firestone 
Tire & Rubber Company, working successively in the purchasing 
and advertising departments. Following graduate study at 
Northwestern University, and his postwar stint at Firestone, he 


free-lanced to Ohio advertisers for a three-year period, after which 
he managed the Toledo office of The Jay H. Maish advertising agency. 
He joined The Electric Auto-Lite Company in 1953. In addition to 
participation in the Advertising Club, Chamber of Commerce 

and Council of Churches (all of Toledo), Mr. Sinclair enjoys 


working with children’s organizations. 


CHICAGO 


NEW YORK 


HLLINOTUS 
NEW YORK 


uy 
oF 


IMDUSTRIAL MARKETIN 
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“Baby Hughie.” It also publishes 
the “Blondie,” “Joe Palooka” and 
“Dick Tracy” comics books, but 
has had no previous cartoon or 
short subject film ownership. 
Some 250 post-1948 films are in- 
volved in the proposed $1,700,000 
sale, which was disclosed to Para- 
mount stockholders at their an- 
nual meeting. Previous pre-1948 
Paramount properties in this cate- 
gory were sold to UM & M TV 
Corp. for $3,000,000 with the ex- 
clusion of “Popeye.” This was 


| bought by Associated Artists Pro- 


ductions for more than $2,000,000. 
|Paramount has sold its pre-1948 
| features to Music Corp. of America 
for $50,000,000. 


St. Louis Job Guide Out 

The seventh edition of “St. 
|Louis Job Guide,” a listing of St. 
|Louis area companies that employ 
|specialists in journalism and al- 
lied fields, has just been pub- 
jlished by Frank Block Associates, 
|212 N. Kingshighway, St. Louis. 
Copies are available free. 


W Weekend 


MAGAZINE 


| The 

| biggest 
single 
selling 
force 
in 


Canada 


Greatest Circulation 


—500,000 more than any 
other magazine 


Greatest Coverage 


| — 2 out of 3 of all the Eng- 
| lish speaking urban families 


Greatest Dollar Volume 
Almost twice as many adver- 
tising dollars as any other 
magazine 


Represented in the United States by: 


O'Mara & Ormsbee— 

New York, Chicago, 

Detroit, Los Angeles, 
San Francisco 


Weekend 


MAGAZINE 
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VRR Adds British Office 

Erwin Wasey, Ruthrauff & Ry- 

Ltd. has opened a second office 
n Britain—at Newcastle-upon- 
Tyne. It will be managed by 
Charles Fullerton. 


EA ST anew 
DISTINGUISHED 


| Great Lakes Boosts Funk 


| Greenville News-Piedmont Co. 


Richard S. Funk has added the, Promotes Sisk, Keith, Peace 


duties of director of advertising of 
Dicalite 
Great 
Angeles, succeeding R. L. Douglas. 
| Mr. Douglas is retiring June 21 to 


| 


J. Kelly Sisk has been named vp 


diatomite products at and general manager of the Green- 
Lakes Carbon Corp., Los) ville News-Piedmont Co., Green- 


ville, S.C. Thomas M. Keith was 
promoted to business manager, and 


engage in free-lance writing and|B. H. Peace Jr., secretary of the 
general advertising consultant) company, was named a vp. 
work after 18 years with the com- | 


pany. He will continue as a part- 
time consultant to Great Lakes. 


Mr. Sisk succeeds the late Char- 
lie Peace, who was vp and gen- 
eral manager from 1939 until his 


474 Newspapers Published 
in Ohio, Survey Reports 

There are 474 daily and weekly 
newspapers published in Ohio, ac- 
cording to the latest survey by the 
Ohio News Bureau Co., 1515 Eu- 
clid Ave., Cleveland. 98 of the 
newspapers are dailies and 18 of 
these have Sunday editions. The 
remaining 376 are weeklies. The 
total includes 12 labor papers, six 
Negro and six religious newspa- 
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Kelly & Lamb Adds One, 
Drops Lima Register 

Kelly & Lamb Advertising Agen- 
cy, Columbus, O., has been ap- 
pointed to handle trade paper ad- 
vertising and sales promotion for 
N. Wasserstrom & Sons, also Co- 
lumbus, manufacturer of food and 
restaurant equipment. At the same 
time, the agency announced that 
it mo longer handles advertising 
for the Lima Register Co., Lima. 


eer erencetneesteneeetetee 


; AD AIR CONDITIONED Mr. Funk was appointed advertis-| death last month. Mr. Sisk will| pers. 
: 15 STORY BUILDING ing manager od pte oe a Car-| continue to serve as treasurer. Knaup Joins Pintoft 
: prarie bear, = — products McGraw-Hill Boosts Tiebout Henry E. Knaup, formerly with 
: BETWEEN FIFTH & MADISON AVENUES , . Ingalls-Miniter Promotes 3 , Stephen S. Tiebout, formerly as- the commercial production de- 
- 3500 to 5000 SQ. FT. FLOORS | E. Maurica Nugent has been ap- sistant promotion manager of Engi-| partment of Young & Rubicam, 
: MSO A OGe Smaliie ONS SR&DS Appoints Harkaway pointed treasurer, Joseph A. May-| neering News-Record, has joined|has been appointed promotion 
ti ready fall 1958 Harvey A. Harkaway, formerly | nard has been promoted to vp, and|the sales staff of McGraw-Hill’s| and sales representative of Pin- 
; leasing agent territorial sales manager, has been S. Joseph Hoffman has been named | Los Angeles office as district man- | toff Productions, New York, tv 
: JULIEN J. STUDLEY, INC. named to fill the new position of creative director and account exec-| ager of Engineering News-Record | film commercial studio. He re- 
! 342 Medison Ave., N.Y.C. OX 7-7788 director of sales of Standard Rate|utive of Ingalls-Miniter-Haughey and Construction Methods & Equip-| places Edward Kenner, who re- 
| ment. | signed. 


& Data Service Inc., Evanston, III. 


Co., Boston. 


X MINUS 30,240 MINUTES* 
UNTIL MISSILES AND ROCKETS 
IS PUBLISHED WEEKLY 


JULY 7, 


1958 


MISSILES AND ROCKETS editorial insight 
into the multi-billion dollar missile 
market assures you of high readership 
e e« e high readership that has stimu- 
lated spectacular circulation growth 
(over 25,800 paid subscribers in only 
20 months, ABC after 9th month!). 


There's no waste circulation among 
MISSILES AND ROCKETS readers... 
all subscribers must be engaged in mis- 
sile work. And you reach missile men 
on all decision making levels... 
key management, engineering, research, 
production and procurement subscrib- 
ers, and top military and government 
men connected with missile and satel- 
lite science. 


* As of 9 a.m., June 16, 1958 


_ AMERICAN AVIATION PUBLICATIONS, INC. 
World’s Largest Aviation Publishers _ 
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Farmers Declare 
\ Dependence in 


THE UNIT STATES 
OF AMERICA 


farmers in Unit States strongly 


\ ( dependent on Unit Farm Papers 


Only the localized farm paper gives which farm publication is most helpful 
farmers of THE UNIT STATES OF to them, 45.3 per cent—almost twice 
AMERICA answers to their specific as many as the second ranking publi- 
problems. It’s their business paper, cation—named their Unit farm paper. 
edited exclusively for them. Every 
issue is cover-to-cover “‘must”’ read- 
ing, reached for first among all the 
publications they receive and retained 
for ready reference by all members of 
the family. 


Among the farm publications you have 
listed, which single one do you and your 
family find most helpful? 

The most helpful publication to 


them is the most helpful medium to 
you in selling the “richest 8 of the 48” 
states, where farm income is almost 
twice the national average. Write for 
thenew McCann-Erickson farm media 


PREFERRED 
PUBLICATION NUMBER (% 4726) 


Midwest Farm 


Paper Unit 2143 


In new study of farm media con- _— study for unbiased proof that the Farm Journal 1116 23.6 
ducted by the market research division indispensable medium in THE UNIT , 
of McCann-Erickson, Inc.,farmers of | STATES OF AMERICA is the Midwest Successful Farming 837 17.7 
the Unit States declare their depend- Unit—one order, one plate at a sub- Capper’s Farmer 198 42 


ence on the five localized farm papers stantial saving in rates. 
of the Midwest Unit. When asked 


ADDRESS: MIDWEST FARM PAPER UNIT. Sales offices at: 35 E. Wacker Drive, Chicago 1 .. . 250 Park Avenue, New York 17, New York 
... 110 Sutter Street, San Francisco... 159 S. Vermont Avenue, Los Angeles 4. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Says Hayakawa Used a Crude Semantic 


Hammer to Pound ina Fine Slim Nail 


To the Editor: Now that the se- 
manticists have gotten into the mo- 
tivation research dart-throwing| To blame motivation research for 
act, we can expect the statesmen | the state of affairs in the automo- 
and the philosophers soon to fol- bile market shows an amazing ig- 
low! By this woefully naive con-/| norance of the complexities of the 
troversy over that slippery ab-/| function of research, let alone of 
straction, “motivation research,” | our economy. 
one is reminded of a near-sighted| First, to talk about motivation 
botanist taking swipes at the air in| researchers requires a good deal 
an attempt to catch a rare speci-|of qualification. Does Hayakawa 
men. Mr. Hayakawa must have de- | mean the anthropologist studying a 
veloped his notions about the the-| market “culture”? Does he mean 


power of social scientists in re- 
search from Vance Packard's book. 


the “character” of the consumer? 
| Does he mean the demographic so- 
| ciologist studying the groupings of 
the consumer market? 

Even to talk about the “social 
scientist” in research is a gross 
| classification requiring conceptual 
| refinements. Hayakawa strikes one 
as using a crude semantic hammer 
/to nail down some fine, slim nail 
that he has in sight. For some pur- 
poses, contrasting social scientists 
with sales analysts, for example, 


|or with physical scientists repre-| 


|}sents a meaningful generalization. 
One group is interested in people 
and their behavior, another with 
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forces. Equating a narrow, doctrin- | promotion of the small, foreign or 
aire interpretation of motives and | American, car so popular recently? 
needs, that of elevating the irra-| Finally (and I hope this last par- 
tionality of man to a holistic the- agraph expresses some of the sym- 
ory of behavior, with “motivation | pathy I have for Mr. Hayakawa, a 
research” displays some of Haya-| sensitive, sophisticated consumer 
kawa’s haste in constructing his| with good taste), your feelings 
own perspective of the behavioral | about the gawdiness, conspicuous- 
sciences. He himself points out that | ness, brash, and flair in the current 
even the psychoanalysts are cau-| American economy are shared by 
tious lest impulse or fantasy be|many “motivation researchers” 


used as the sole basis for predicting 
action. In fact, it was through the 
demonstration of the active ex- 
istence of sub-reason in everyday 
life that reasonable activity was 
| seen in a realistic light. 

| The average, and not even as- 
| tute, clinician knows that in every 
fantasy of a paranoid schizophrenic 
lies a kernel of reality, and in 
every reasonable act of a “normal” 
and “mildly neurotic” (the group 
in which Mr. Hayakawa includes 


oretical orientation and the actual|the clinical psychologist studying purchases, another with physical himself) exists at least a kernel of 


15 SERVICES 
TO AID SALES AND 
ADVERTISING MEN! 


A message about an important 
new marketing concept 
From Aaron Scheinfeld 


Chairman of the Board 
manpower, inc. 


As Chairman of the Board of Manpower, Inc., 


Through our 140 offices in the U. S., Canada, and 


merchandising areas: 


Product Demonstrating 
Survey Interviewing 
Telephone Selling 
Store Detailing 

Sales Branch Offices 
House-to-House Selling 
Sample Distribution 
Convention Service 

Premium & Coupon Handling 
Sales Follow-Up 


Franchising 

Mailing Lists 
Stock Control 
Foreign Sales 


in detail and shows how we can help you: 


¥ Increase Sales and Distribution 
¥ Cut Marketing Costs 


Aid Services. 
Thanks for your time. 


announce the opening of a new department in our firm — devoted 
exclusively to serving advertising and sales executives! 


Sales Aid Dept. will offer you complete service in each of the following 


Complete Mailing Service 


We have prepared a new booklet which describes the above services 


¥ Support National Promotions at the Local Level 
¥ Eliminate Trouble and error in merchandising promotions 


To receive your copy of this booklet, send the coupon below to my 
office today. I will be interested in your reaction to our new Sales 


aren, Seta Ret 


I am pleased to 


Europe, our new 


MR. AARON SCHEINFELD 


A DECADE OF BUSINESS SERVICE Dear Mr. Scheinfeld: 


Over 140 Offices in the U. S., Canada, and Abroad 


Name 


Title... 
Address 


City 


| 
| 
| 
| 
| 
| Firm 
| 

l 
| 
| 
. 


manpower, inc. 820 North Plankinton Avenue, Milwaukee 3, Wisconsin 


Please send me a copy of your new booklet on Sales Aid Services. 


the dream. To overlook the fan- 
tasy-element would be as seribus 
an error on the part of the clini- 
cally-oriented researcher as_ to 
|} overlook the reality. As a general 
|semanticist, Mr. Hayakawa should 
know that even two polar qualities 
may co-exist and need not be dich- 
otomized so neatly. 


o Secondly, not all motivation re-| 


searchers deal with needs, drives, 
jor motives. Rather than seeing 
cars, for example, as need-satisfi- 
ers or symbols, many behaviorists 
or operationists see cars as stimuli 
| whose importance has little to do 
with the internal phenomenology 
| of the consumer. There are numer- 
|ous researchers in advertising and 
}industry who resist dynamic con- 
ceptions of people and prefer to 
see commodities as forces that 
trigger purchasing or non-purchas- 
) ing responses. 

The consumer, then, is dealt with 
differently by different theoreti- 
|cians, all of whom have been 
fpoegaend classed by overgeneraliz- 
ers such as Mr. Hayakawa as mo- 
tivation researchers. Which doesn’t 
mean only one theory is “right.” A 
theory pulls together only the facts 


A. Kelly calls a “focus of conven- 
ience” for the observer. The physi- 
cist describes the phenomenon im- 
portant to him—the clinician deals 
with problems that are important 
to him, etc. Nobody is all right, no- 
body is all wrong. 

The bogus of motivation research 
must have indeed terrified the 
many uninitiated into throwing 
darts at their little caricatures in 
the hope of homeopathically kill- 
ing what they fear. (The current 
confusion and fluster is reminis- 
cent of Freud’s statement that 
modern man, with his faith in rea- 
son, was staggered by the discov- 
ery that he has a built-in flaw of 
unreason.) Ostriching certainly 
will not help either the manufac- 
turer or the consumer. The fact is 
that the consumer is a complex or- 
ganism, somebody who does dream, 
who does act, who does group him- 
self with his fellow man, who does 
reason, and who also gets thrown 
around, uncontrollably at times, by 
forces such as international rela- 
tions, hurricanes, monopolies and 
other supra-individual factors. Any 
honest researcher is aware of his 
own limitations, and his task is to 
make the manufacturer and adver- 
tiser realistically aware of his. 
“Hidden persuasion,” as Hayakawa 
and others talk about it, is a myth. 
Each man has some free will and 
is also the object of some external 
control. This control, however, is 
not to be equated with the “free 
will” of the manufacturer or ad- 
vertiser. 


= To suggest that the motivation 
researcher is responsible for fins, 
tails, jet-propulsion ads, and all 
the gimmicks of the modern auto 
industry is truly apotheosizing him 
(lower-case “h’”). Why not also 
say that he is responsible for the 


that come under what Prof. George 


| such as myself. 
| Irving S. White, 
The Paper Mate Co., Chicago. 
a 
‘Readers Show Various 
Reactions to Hayakawa 
To the Editor: My sincere com- 
pliments on a very wonderful ar- 
ticle by S. I. Hayakawa in your 
May 12 issue. 
This is the most brilliant analy- 
| sis of the current “recession” I 
have seen, and one that should be 
read and studied by everyone 
connected with advertising, sell- 
ing, marketing, etc. Mr. Hayakawa 
|should be given a top job in the 
automobile industry to get them 
| started back on the road to regain- 
ing the confidence of the Ameri- 
can public in their products. 
Walter S. Mills Jr., 
Subscription Sales Manager, 
| Ziff Davis Publishing Co., 
| New York. 
. 
To the Editor: Hayakawa is 
| much too harsh on our auto build- 
'ers. After all, they’ve been at it 
lonly a little over 50 years, and 
you really can’t expect things like 
rattle-free doors, wear-free com- 
ponents, etc., in such a short time. 
Besides, they’ve been working 
with only one arm. The other has 
been in constant use patting each 
others’ backs on being such pro- 
| duction geniuses. 
Ed Carlin Jr., 
Philadelphia. 
. 
To the Editor: Hayakawa gives 
| motivationists too much credit. 
The auto industry has simply 
| out-finned, out-chromed, out- 
| wheelbased and out-priced itself. 
Sam Greenbaum, 
| Sam Greenbaum, Advertising, 
| Philadelphia. 
© 
| To the Editor: Professor Haya- 


kawa’s article (AA, May 12) is 
| typical of the insulting, unin- 
formed diatribes we are accus- 


tomed to hear from some mem- 
bers of the community for whom 
no exact or fair linguistic symbol 
is available. They are at various 
times called intellectuals, liberals 
and eggheads, but inasmuch as I 
also hold semi-status in those cat- 
egories and, I hope, am not so 
silly as Hayakawa I will not dig- 
nify him with such honorable 
epithets. 

It is particularly unfortunate 
that Hayakawa speaks as a special- 
ist in semantics. Presumably he is 
dedicated to sense rather than 
noise, to exactness of expression 
rather than mere scoring in rep- 
artee, to discerning areas of agree- 
ment rather than inventing areas 
of dispute. There are enough aim- 
less controversies going on without 
finding semanticists in the middle 
of them; I feel no ecompunction 
about replying to him in kind. 

Hayakawa constructs an imagi- 
nary world in which motivational 
researchers—diabolical (conceal- 
ing information from their clients) 
and ineffably dumb (not sensing 
at all the difference between the 
sane and the unsane)—have got 
control of the automobile indus- 
try. It is they who have ordered the 
chrome, the horsepower and the 
wheelbases. One need only be 
aware of the comparative recency 
of motivational research as a 
business, the process of industrial 
design and the inaccessibility of 
senior automobile company man- 
agement to such stuff as motiva- 
tional research to know that the 
fault lies elsewhere. 

Motivational research is a minor 
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area of business in which no sig- 
nificant amount of dollars is ex- 
pended. Such effects as it has are 


paradoxically glutted and over- And before we extoll, too high-| 
priced. American Motors has been | ly, the virtues of the normal, sane | 


a 


51 


Now, about this swimming pool.|though, the fact that the example 
They are selling a lot of them|ads were not printed gives the 
impression that I do not favor the 


attempting to market a small car | and mature man, let us sit back} down here in Arizona. When we 
for a number of years. and reflect that never was there a| get one, I’d like it to be fancy, 

Glance back for a moment. The! more insane neurotic than Chris-| with some flowing curves and a 
American automobile has been the | topher Columbus. jet-stream water aerator. And 
acknowledged world volume lead-| America is big, loud, brassy,| then all of my _  motivationist, 
er for a number of decades. The | bold, young (to the point of child-| friends and Mr. Hayakawa will be | 
American producer has_ been|ishness), nervous, secretly lazy| welcome to sit around this pool. 
mass-building bigger and shinier|and affectionate. Good or bad,| We will speak about the meaning- 
autos for 40 years. And Mr. Haya-| that’s what we are. Our auto con-| ful sexiness of the flowing curves, 
kawa has picked a two-year slump| sumer preferences reflect the big,| and the spouting chrome water 


almost entirely at the advertising 
level; the inconsequentiality of 
that effect is apparent merely by 
{ reading the ads. Motivational re- 
} search has publicity currently out 
of all proportion to its role, be-| 
cause it fascinates the journalists 
of the advertising trade and, in 
turn, has a quality of excitement 


“Auto Buy Now” type of adver- 
tising. I am, in fact, in favor of all 
|types of advertising, but only hon- 
est advertising. 

Our industry will come of age 
when the consumer is satisfied 
that he got his money’s worth on 
a product that he bought because 
of advertising. 


Ser’ 


for ignorant laymen. 
As to the automobiles them-| saying in essence, “See, they are 
selves, the problems of bad design,| doing it all wrong. The cars are 
high cost and useless horsepower | too sexy and the buyers are neu- 
are at once far more complex and | rotic as all get-out.” 
more directly identifiable than It seems to this observer that a 
Hayakawa makes them out to be.| certain amount (well okay, quite 
They are the problems of all|a bit, maybe) of neuroticism is 
mass industries: automobiles, tele-| part of the personality of every 
vision, newspapering, food, ap-| man. Mr. Hayakawa will not be 
parel and so on. The problem is| able to straighten out poor, awk- 
how to provide a product of mass} ward man by damning his weak- 
appeal that at the same time is| nesses and fingering the motiva- 
acceptable to some numbers of us| tionists, who are only students of 
who stand on the fringe of mass| psychiatry, making a living by in- 
taste and interest. When those on 
the fringe have the means, they} habits. 
have their clothes custom made, 


from the past 40 fabulous years, | 


tensified understanding of buyer! 


bold and brassy facets of this per-| aerator. And never will my friends 
sonality. So what has happened?| have been so right in their analy- 


the price of autos is just too|tory, mass-building techniques 
dang-busted high in relationship| will have chalked up another vic- 
to other articles. tory. The American swimming 
For example, I’d like to own a| Pool! 
Chrysler, but I am not going to 
buy one. My wife is resisting my Divisional Sales Manager, Ari- 
efforts to convince her we should) 2Z0na Brewing Co., Phoenix. 
have an economical Volkswagen, e e e 
but she can’t hold out against my| Honest Advertising Is 
intrepid reasoning too much long-| What Will Do It 
er. What I want is a swimming To the Editor: First of all let me 
| pool instead of a Chrysler. Ameri-|thank you for printing my letter 
can new car prices are too high|regarding “Auto Buy Now” (AA, 
| in relationship to other articles. May 12). There is one problem, 


J.¥F.Lanser Jr., 


go to the theater or listen to rec- 
ords instead of watching televi- 
sion, read the Times instead of! 
the News, buy foreign automobiles 
or even modify Cadillacs. In 
some cases those who stand on 
the fringe do not have the means 
to fulfill their own interests—or 
more usually, as in the case of Dr. 
Hayakawa, imagine that they can- 
not fulfill them—and they gain a 
kind of self-righteous satisfaction 
by jumping up and down. 

Just what is it that Hayakawa 
does not like that he has the in- 
tellectual capacity to bring into 
exact focus and then correct? 
Does he not like General Motors 
cars? By his own account he can 
buy other cars that interest him 
more: Ramblers, Studebakers 
(he had better hurry if he is in-| 
terested in this one), or any num- 
ber of foreign cars. Why instead 
does he distort what the motiva- 
tional researchers in the main say 
about the public state of mind, 
ascribe to them the extravagant 
notions that the public “—. 
“psychotic,” and “gravely neurot- 
ic’ and then call them “harlot 
social scientists” on account of his 
contentious interpretation of what 
they say? 

I am not in the motivational 
research or automobile business. 
As I think about it, I do not even 
know anybody who is. But I am 
tired of hearing articulate, but 
nonetheless foolish and offensive 
persons go so arbitrarily to the 
solution of serious and complex | 
problems which they are not even 
able to define. | 

| 
| 


is 


E. Stanley Goldman, 
President, The Technics Co., 
Plainfield, N. J. 

. 

To the Editor: One feels that 
S. I. Hayakawa may be unwit-| 
tingly building the case for the 
motivation researchers. His bril- 
liant negative article (AA, May 
12) typifies the present bandwag- 
on searching for answers to our} 
current economic pratfall. It has} 
become nifty to blame and typify) 
the auto industry as the reason| 
why our national right foot has so 
unerringly found the banana peel 
—and then, in some semantic cir- 
cles, to say that the motivationists 
are packagers for the neurotic. 

There are a few glaring mis- 
steps in Mr. Hayakawa’s thinking. 
He states, “Except for some inter-| 
esting experiments at the fringes | 
of the market by American Mo- 
tors and Studebaker, the dominat- | 
ing forces in the industry, General 
Motors, Ford and Chrysler, are 
still carrying on in 1958 their as- 
sault on consumer intelligence.” 
Who thinks for a moment that} 
American Motors and Studebaker 
have been conducting “interest- | 
ing experiments”? They were in| 
dead earnest. They were, and are | 
trying to find the place for their | 
products in a market which is| 


“ORLON 


REG. U. S. PAT. OFF 


and to the trade. 


As this familiar signal of the baseball umpire des- 
ignates that a player is “safe,” our trademarks 
designate the unique qualities and characteristics 
of our two modern-living fibers. “Orlon” designates 


our acrylic fiber; “Dacron”, our polyester fiber. As 


more meaningful and valuable both to consumers 


| Account 
Cracker barrel sense tells us that| sis. Meanwhile, back at the fac-| 


Tom Whitmore, 
Executive, WWCA, 
Gary, Ind. 

7 . 


7 
No Clash with Truth, 
Edgar Kobak Hopes 

To the Editor: I was interested 
in the item regarding the “all-gas” 
|home drive in Pittsburgh (AA, 
May 12). I can’t read the detailed 
copy but I read enough to wonder 
whether the media have checked 
the copy and whether the advertis- 
/er can actually back these figures. 
I believe that the advertisements 
that appeared in Cleveland have 
been questioned and I doubt 


REG. U. S. PAT. OFF. 


Distinguish “Orlon”’ 


“ and “DACRON” are trademarks, too 


When using these trademarks, always remember to: 


and “ Dacron’ —Capitalize and use quotes or ital- 


ics, or otherwise distinguish by color, lettering, art work, ete. 


Describe them—Use the phrase “Dacron” 
acrylic fiber) at least once in any text. 


polyester fiber (or “Orlon"” 


Designate them—In a footnote or otherwise, designate “Orlon"” as 


tradewark for its polyester fiber. 


we use and protect these trademarks, they become 


For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers De- 
partment, Section AA.Room N-5518, EB. I. du Pont 
de Nemours & Co. (Inc.), Wilmington 98, Delaware. 


*t6. us. par orf 


BETTER THINGS FOR BETTER LIVING. , 


Du Pont's trademark for its acrylic fiber and ‘Dacron’ as Du Pont's 


TEXTILE FIBERS DEPARTMENT 


. THROUGH CHEMISTRY 
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ether they will stand up. Let's; 
hope that this campaign does not 
clash with Truth in Advertising, 
for which so many of us fought for 
so many years. If it does not stand 
up, the public loses confidence in 
advertising and in the media. 

I am strong for good, fighting 
advertising copy but I want to be 
sure that all statements can be 
backed up strongly. 

The print is too fine for me to 
study the details, but I assume that 


this includes lighting the home 
with gas. I hope the copy can 
stand up under a strong light. 
Edgar Kobak, 
New York. | 
- . . | +o eaiggieneosneeeerosetieeen en ome cere 


= 


‘In the Guise of Advertising’ Crewe Right yo cart oftted not to . | 
To the Editor: Please continue 


your series “Advertising We Can to the “white trash” in the next 


Do Without.” episode, will they please let me! 
I believe you should extend its | K°W- 

field to encompass propaganda | a George Benson, | 

that appears in the guise of adver-| Advertising Manager, Palmer 

tising. Mfg. Corp., Phoenix. 


Enclosed is a sample of what I|,. , wt as 7 
mean. Obviously the family shown | Le’ a Blooper and He's 
is not conforming. Their secret Sticking to It 
has been discovered, the end is at| To the Editor: With regard to | 
hand. The disgrace is too much. Is| the [Hilton Hotels ad] from your | 
he about to shoot her or only beat | issue of June 2. 
her, or will they all commit hare-| When the ad appeared on the 
kiri together? back cover of Time magazine, I 

If anyone knows what happened | made comment promptly to friends | 


| French, 


of mine on that publication con- 
cerning the use of “le.” According 
to your caption of this reproduced 
ad, “le” is not a blooper. I still 
maintain that it is, for the follow- | Co. 
ing reason. This ad first appeared in August 
While the word “hotel” in French | of 1953, and has been used several 
is masculine, that word does not/times since to publicize certain of 
appear in the headline of the ad.|our supermarket openings. 
If it had appeared, it would have | E. J. Mulligan, 
been shown as follows: “L’hotel! Sales Promotion-Advertising 
Reine Elizabeth.” Using just the | Manager, Penn Fruit Co. Inc., 
words Reine and Elizabeth without, Philadelphia. 
hotel, the headline has to take the} 


,copy by Penn Fruit Co. in cooper- 
jation with our advertising agency, | 
|N. W. Ayer. It was also copyrighted 
for exclusive use by Penn Fruit 


feminine form “La.” Even though | ° ° bd 

the word “hotel” is implied, the | . 

fact that it isn’t in existence does What's the Price? é 

not permit the use of the masculine To the Editor: Re: “Ads we 


with a feminine noun. The| could do without”—I enclose a 
as you know, have so|copy of an advertisement we 
streamlined their language that) think might have a place in your 
there can be no possible error. The | series “Ads we could do without.” 
headline in that ad was and is in| Our investigation turned up the 
error. j 


“le”’ 


_~ 


Robin Douglas, 
Advertising Manager, Gen- 
eral American Transportation 
Corp., Chicago. 
* e e 


It Belongs to Penn Fruit 

To the Editor: Re: James D. 
Woolf’s recent article, “$250,000 
Supermarket Opening” in the 
March 31 issue of ADVERTISING AGE, 
you will be interested to know that 
the “New Kid on the Block” ad 
was originated in idea, layout and 


SPECIAL SALE 
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COVERAGE 


Look at ratings and cost, of course—but most 
important, investigate WTVJ’s total coverage 
of 437,400 South Florida homes and retail 
sales of $2,466,271,000. WT'VJ delivers the 
only unduplicated coverage of the entire Gold Coast. 


Coverage of other Miami VHF channels is diluted by 


duplicated network programming in Palm Beach. 


Proof? Ask your PGW colonel for the latest ARB showing WTVJ 
overwhelmingly first in both Miami and Palm Beach! 


Key 


Market data from Sales Management, May 1958 


WTVS > MIAMI 


@ canner a 


Represented by Peters, Griffin, Woodward, Inc. 


BRAND NEWI LIMITED STOCK! 
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124 W. Wayne Street 
Phone A-1325 fer Free Home Demonstration 


Advertising Age, June 16, 1958 


WJR Announces 
Regular Airing of 
5-Minute Editorials 


Detroit, June 10—Radio Sta- 
tion WJR, Detroit, has an- 
nounced it intends to start 
broadcasting five-minute sta- 
tion-sponsored editorials every 
evening on civic, educational 
and governmental issues. 

The editorials will be a “bas- 
ic information service to help 
listeners better understand the 
issues of the time,” according 
to John F. Patt and Worth Kra- 
mer, president and exec vp re- 
spectively of Goodwill Station 
Inc., the station’s owner. 

The station, a basic CBS af- 
filiate, plans to broadcast the 
editorials at 7 p.m. every eve- 
ning, with repeats once or twice 
the following day when the sta- 
| tion feels repetition is warrant- 
| ed. 


| # Subjects of the editorials will 

be selected by WJR’s editorial 
| board, consisting of representa- 
tives of the station’s manage- 
ment, programming, public af- 
|fairs, news and_ information 
| departments. They will reflect 
the thinking of the station rath- 
er than that of any individual 
employe, the station says, and 
they will be voiced by various 
staff members, though they will 
not be personalized. 

Presentation of the editorials 
will be kept completely separate 
and distinct from WJR’s news- 
casts, according to WJR. 

“The station will provide 
| equal and comparable time to 
|responsible spokesmen to ex- 
press views opposing or diver- 
gent from those expressed on 
the WJR editorials,” the station 


fact that the ad meant one could 
get a reduction of $49.75 on a 
$389.50 machine! 

| Who’s kidding whom? 

C. Lane Breidenstein, 
President, Fort Wayne Better 
Business Bureau, Fort Wayne, 
Ind. 


|_Agency Wanted? 

| To the Editor: Your story on 
|the Max Factor questionnaire 
| (AA, May 5) contains some good 
|hints, I believe, for the next Ed- 
| sel campaign. Or were Mr. Gross’s 


campaign? 

| Seriously, what kind of capable, 
|ereative men are willing to sub- 
mit themselves and their employes 
to such tailwagging behavior as 
this “questionnaire” requires—for 


billing? 

Are we going to stay in the ad- 
|vertising business, or hop into a 
much, much older profession? 

This client, like any client, 
needs a good agency even more 
than a good agency needs him. If 
jhe cannot find one without all 
this silly rigmarole, then it ob- 
viously is not an advertising agent 
he’s looking for, but something 
else. And may God make the mon- 
|ey worth it to the agent he selects. 
Edwin Borgeson, 
Edwin Borgeson Advertising, 
Panorama City, Cal. 


Ju « 


PHIL-URBIA 
PHIL-URBIA 


? PHIL-URBIA 
o” The BEST of the 
West eet. = 
-— 


PHILADELPHIA SUBURBS 
— 67,000-+- 


Dictionary defines 
TOTAL as “‘whole amount, 
complete, entire.”’ 


eeeoeee ee eeeeeeeeseeeeseeeeee 31} E. Lancaster Ave., Ardmore, Pa. 


|ideas taken from the last Edsel | 


any account, for any amount of| 


adds. + 


Chilton Buys Greenberg List 
| Chilton Co., Philadelphia 
| business and trade publication 
publisher, has purchased the en- 
tire list of books, about 1,000 
titles, of Greenberg-Publisher, 
New York. Chilton intends to 
expand and promote the Green- 
berg titles covering the arts, 
| baby books, decorating, drama, 
fiction, etc., both cloth and pa- 
per bound. Jae Greenberg will 
serve as a consultant to Chilton 
as the program is developed but 
will remain head of Sports Car 
| Press Ltd., which is not in- 
volved in the Chilton purchase. 
In addition to publishing 16 
business and industrial maga- 
zines, Chilton also publishes 
“Chilton’s Automobile Repair 
Manual” and other technical, 
industrial, business and profes- 
sional books. 


WFLB, WFLB-TV Is Sold 

Majority stock in Fayette- 
ville Broadcasting Inc., operator 
|of WFLB and WFLB-TV, Fay- 
| etteville, N.C., has been sold to 
a local group headed by Dick- 
| son Phillips, attorney. Both Mr. 
Phillips and Harry Stein, pres- 
ident of the selling group, said 
an effort will be made to secure 
a vhf channel for the station, 
which at present is the only uhf 
station still operating in North 
Carolina. 


Foerster to Peters, Griffin 

Richard D. Foerster, former- 
|} ly an account executive with 
WBBM-TV, Chicago CBS sta- 
| tion, has joined the Chicago of- 
fice of Peters, Griffin, Wood- 
ward Inc. as a television account 
executive. 


Cavalier Names A.L.&G. 


Cavalier Co., Baltimore, has 
named A.L.&G. Advertising 


Agency, Baltimore, to handle 
advertising of its shoe and 
leather dressings. Stanley L. 


| Cahn Co., Baltimore, is the pre- 
| vious agency of record, 
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= enjoy e¢ The music of the ages . .. operas, symphonies, hymns, 
uiton 
d 
Ape forever... 
| in- 


important, projected the world over to give immeasurable 
hase through 


pleasure to millions. 
laga- 


ieee : print and paper Perpetuating great music—old and new—is only one 


—_ of the many ways print and paper serve everyone, 
nical, i rervuwhere evervudayv 
ae Ss everywhere, everyday. 


folk songs, marches, popular songs and classics . . . 


All preserved by print and paper. And even more 


INTERNATIONAL 


ee a ieee . 2 4 
Pi oe ane Aly} Bete ty Heth Be, atid 
Bases Neg i REE sas al rei oe ¥ 
a te . af 9 ae F : sey SNe te Pao oe , Roa 3 j 
a a ; f ; aE -. F © eae . ; : Suit pe i ae aoe ig, ne Sau ¥ = ae 
4 eee ; é ‘ oe, . “e 4 Nace igh . Wy eg f ; = 
: ¥ ae 4 if z 4 S 
ia EES ‘ i “ 
att ra a 
yD r i 2 
a Tale: . he 5 
ee oy a ; rs ~ \ oe e +f 3 e 
ean % Wes aw ie as Pea 
: mit, WY _. ae . r j 
J, ie Ee =o aera Pes ed : _ eg oe Ee ae ' sb i 
aig SS Sg nee - , SRE. ae Ries 
P ft al ge ene <a + ee pete" i ’ - ee: Sey se 
i % igh Fy Sal: or Cie es, go auc _ ss ; — 3 
Sage a Te Ba. emer : i, . 4 > i ee 3 7 
: hee : lens i oe a ; ®; : x j ; ae 
im a re eet Tt. oe ate ‘ len i a ie iy 3 ie cated 
2 - i sat rg ee Bap. 4 weil ae!  —a—_e ee R - Co ee 
ce eo ve aa ms a Pee ~ Oe en, P i. “y ee Reet ares 1 
e , ri y . ae ts F aria > = oat ON Bee Pann at 
oe’ ‘ ime A ae sg | oe ee eka goer 
a : ae i x Nee a ae cae, Ware es oe 
Sh ie en presi. ec i 29 + he a “ae cae — Oe ele 
iM , ans fe Nall eee et pea SETI _ em Sn, ape 
= ney Bsa a “<n a PS es Jou 2 —_— ee 
i 4 t q - Be) Pema eiigs ci i yg PEs es 
. ° 3 ite. 5g ake a ——— biter hares eae 
_— go jeoelll * ies a 7 id f , eee 
7” F oe 7 + A ee 3 ’ >. \ oe eye - 
7 x 3 P y rst 4 ~ . ‘4 i) X » a See Coe ke 
Pat _ ~, ™,. ~ - “" . Re gee 
cae age a od ‘ PEER Y 2 Re ces 
= ie } a ZO» ee a 
, - was j 4 > Fal INS “ht ti 2) ee EL as * ‘ ee. ee f: 
. Whes., > o> — ™ 3 “ae ae 
At Bigs ee sé: “i , 5 ee ieee 
3 .) 2 ‘ a . Soa hae steely, ae Kc. ys eS eal a Gee 
= eal » * Aes tn? > : ¥ SGU ereer 0. ae a oe a 
x * adit $ as: i Ehecs- —— Ride a a are: aan 1 bese Oa 
: a i J a ?> _ _ é sya pas i on 7 £54, ee Nees ene 4 
&F * x ee ‘ xd eR. Oe BS hk, | alg | ra ae 
fs 5 *“ 4 ¥ a P A> é fe ae en gee Yas 2 Bis A Ie pet Bas 
; . . ‘J y “t ese a= yi git at eee Ba naa 
we P i) > Ges f P . é e : Tay = Se ‘ a We Oa a 
i] m5 y * <—s % 4 > aw , ws Pais aoe Ey 4 ( aie ee a eh 
. Se “wy a a) Gasset F ° LL x ee “re ee er ee ee: pi oe” sree *: 
5 sale ig . ‘ a tl oe a an : 4 B i 
; : 4 TH ( Pye ALR. <¥% 7 /x¥ , pee ct eee ee” oe 2, igs eines 
& : . €* Ni ‘ hy Pod — ‘ 2 Lp ta pee | re Ss oie san a ea oy eee 3 
js ° ( JR SS? SP ict eps Thay, te aR ST ke ee 
a }: hed 7 si 3 * Os ~ > - ‘(eae ei pie, O- a sey ce ardiy Sate ie eel foe ee 
‘ —. ts x ta. 3; <so + yt A ¥ “Sa merc cer eens” ‘ea Se er 
ee wa 42h . of i een Le ae or 
: — * e. e 4 se ; a ais eas ob Ra ei 22 = se a ll ee ane oC 
hide g ara b ‘seg rs . e~ a iy . SS “A ie. ink = Be ; ene? A re 
J : a ‘ —_— ied : ai Pg oe 23 
i he q —-- —— a4 ; 7 J = i: X a 
. a 9 : ian - . ee S| rs . Heer Se 
— q _ a aera ; = bs Ae ccs 
_— F oe rege - j a | 
2 Lak é cuhial : 
aq er, Z Ay 4 2 ae 
m ag . a at y > Pe) \ = ra AS en i 
; oe . 2» ies —_ = — 7 ay gt 
“= 6 -% > C pone’ _~ = > & € Snr are 
; x oe > - ~ Petter ee A aly 
oe . at a, ~~ “e . on ; - ' . sano, ‘ : red * Wik eticg 
F aaatl > : - ) : _ cee ake 
% - sts bs » @ a o , TS eonaeaied oho 
: . 4 = ae ‘ ae ae ioe ge eee 
z — * © . ¢ * a Pig e e eater 
a =r —S “a “ i - | a 
¢ =a 1 “ai - <= ps 7 *" S ee 
‘ , “in < * > ae > - = ‘ ee 
; : b} ‘ 5 eae 
‘ : >. at 3 7 oo LA -» 1 ; > ae = 
; ¢ ot aa ° sai \. c 
, ” <= % ws ~~ - ess ‘ ° y; 
. . ae ae ms AA 
x \ “eS a ‘ es eee: BA gta oe 
; * a? > 43 ‘ ps F ee Bo 
Sgt >. * ~ rR fee” 
i ts on . « _— -_ . Shee ae ; 
- a . Say We apce No.4 As 
é = &X => x . =a Be cad ee 
Be ld J Pei > es ee 
+ 4 We: re » , ‘ Pad cate He a 
— ¥ oy \ ge we 4 ena oe 
a j ’ 5, . Bee : roe Peep ae Re eee 
: ; S ‘ fis se Nina tia 
L vas 4 a“ Ps . ” wis : oe i oi ie 
* % ; er ; se ee Paes 
aaa = ’ eaten ee “e 
4 a by ee Pie pate Ps Hse trees 
- az f ee Pe ag — be Came 
: ™ wee ere Were oome 
; ape ge Pee eS re a oe Prana ee one ee , — a" ay vie ae 
m4 Bs ee auc ae 2c eee Raters oS, Re edgar i Se f= pela paz ee Coo... Ge ea aa i ili he ky < : 
_ agg aera Vacs Bi ee tee Greig iene cha tt oN BSG ee pra ROL co TO REN ae wate “a 
; 4 : a ea ee ~ R inex Se agile Pe rer ee , eA SA ete te eaten ee Poe in Bea E- 
i ’ ee Faas ape aa SAREE ARGH AES Sate iatsciee ei ea tage es a a ai ae Rae aes at > Belin = Ls a 
— Bae agin 3 rie Sa sa Tras. é ; apere feasible tsi ie NE i lb py ye ae a, 
. pit en é in eR, ye ir ae Foon PCE ees Tes she Cos 3” ay Rig Roe ae tyr Ga Peso ie cic 2 ane sh aoe ee ae 
on late & } bie . y . se : ey mya et 4 eam poe Sea Sie es. Pee: “eh = 
a — sie i A - ie Aig of bos Rt Ov ae guales aaa 
oS 7‘ ‘ er 2 ae A Peg i ” = ot ele Pi Sak Rew st P eee 
ae ‘ is — Seay : ; ye Ee eo : 
‘ a eee 5 : 
eae 
3 i Beton : 
Ss Sega 
eat Ses Aya 
> Nae 
te yas 
bie 
Sey ee es 
tig os mae & a7, 
Mite oh Sees 
Sa oe 
ig pam 
me ee, ee 
Be ae 
1 - . Ae 
28 , 3 ) 
ette- ha Se 
rator i: epee 
Fay- q 4 Fie igi 
tg : ee eta 
Bes: Feces 7 
Me. PAPE ne 
1 Mr. : R : : 
pres- rete 
said : 
: 1 
cure sek ae 
: Se a 
i Beet aS 
tion, ; Ne aipieret : 
y uhf we eel Napali, 
—_ ) ale 
Bs) ee 
- Pee 
: pe Peay ee 
1 ee ieee: 
‘ Bei ively tema Ste 
os pat. eee 
mer- ae Gee een 
with ni oe eos a a i. k= algae 
WaeeeAe eee oe Oy Bae ne Pan eR gir nad Ge aan ogee . : Ore aad 
=n eer aed Se Te em i tte Se Sco ge ees a AL RIE Es wees! LP: Sqn ee 
sta- poh tae at Teo tl Brats aoe ett Dearie reat er atic, Batis geen phe i seats teeta. ; ae ar 
o of- ORS ea kT Ree Bese Re aca rs 7 at tie eeick etal ia es eee ee eee ae Ser apiece rae uN pee ORT) eR ly ake cue. onl aa é 
ithe iipet ca lam pai pe Lytbas ae Ter Arete) Coit Fh ads: SL, F ese aeons Nebr iS ramets ey aoa Ne tC e Svat ty Lutes ice Geri a ies PNR a Ea SE Sone) a ere . 2 on 
r AE eee Nae eee gee ef), oe Bee Obey cetera tear Nel HO le ty lag) Ep Wc anghioc ae pi tutes fe ee ee a Ms 28> ae 
ood- Bene ee ya Ce aor eee te eagle ai hetero eee ea. i Meta | ; AS Seat Pee eter ue eerie! ee a) ee ae Pe ae. Se ae SN eae ay bar coe 
, Pee eS en eae pas aaa ped ose ae ah. ee eas I Sa iene een Ae em Be Pe as is fh eee ci “Ve kere ee Se pee parker aa 
ount sae sit selina tics amen G: enti Meme tab aia bas Beers coe ae: cae eae ee | eames ae ease er a Ree Geer Teer ( a, te oe a “cae get ae ait 
a cana Cie P peikaac i One G 4 : on = Sts ee: co coe eas ees et ar AeA or eS ey eo on ee ois pt ee Pe vs ama nee: ee ee eee ae pe et 
eee Steg 3, Orsi a RES a5 eee Sy: 7 gga nat ere Rey rotgee DAA, ees, ae Sie, a “ea eee ‘i pe AE oe ee 
et pte ~ he Tees tee Raa em os iss ea eat Bey Gia siglee eg Jee oo oe a i aa lias iss na (8 Bann tl 
ey “Ae ating re aate get ayes ee). ee a (eRe aa eb SEs 
pea SP ea RE ae SNE ane Fee ree ot Ceara ne err a is Mies Rg Ss aa tes Re yee ey oes ome Bae 2 es 
tag eT oe iyree ee ner Demet SUN Tey, GS Ste aMben a reir eS Hat Acme fs ee oe: arte it i ie eae oes. ae Lo 5 ‘ fae 
Btisdete ay chong ee ma ete eS erro i a “MRO eg ep SRE Gree ee ee nr 
et te Bats SS pads ah Bae Ou Ca tie re ec sie al oti te eee pps oe <a ER a Ana le ae ead pa Sc ae a i ah ate a Ri an A es is eee a 
as - <* me soho hans bs a DS tee es ne? eu 4 ie hes ae a eres ee 2 ay Ta eer apo ea GY sp rn 2 3 Sie = 2 cv 
ea eet Se ee ead tas “hagtat ie osaenaen Risa Bese goa oe eee os eer ihe a eg are a ea Re oe oat teks igi yk: ee | Sees =% 
: f Ry cl ra tee Septem Pe eee Nard tea Re sg Py, Fe SR Reem ae Yin nope aici ora re see Preys acai nea eas She ke MMe a ais te ite 2 — sheen ee ; : tan te 
sing ae freee eh ae TH. Ace le Fed Bee =i eg Sh as pe an Ne a ne ae nM ras is! oe eae wie ee A ch ae a uy Sra ne aise ae 5 as Scales ae i eS ae ig “3 es Fe, pe 
Bitte Ree Oe ean eer = JOP AD SN ta Sig Rae Sear re ect et it : 5 eS ee aes eit ah Yi vi ins are ns eS: oe es in to aa ty ee eS i ee. ies 
indle ee ee ei oe ae oS ee Ce Cen ie ae Oe ee ee eee 
Sale ate Se 0 ap rg an ae a ee eae ey ae eee aor, sh > SE OARERN Te Nolet sonics ee RE 2S ee SN an eS ~ elk Paring’. fu Pe: Meibi ea “te MR eee ee pA aed SMa g eas ee leben S 
Re nee Gah sce oy Mere Soe Fa eatery ak aera ee Te etnias aed be Ph ro ek : Seale” © bi = eS a aati 5, Sega pt 4 SENN oe C3 ates oe 
and Sg ig AS SE ae are Dae PEA es ep ane oe ea 2s oer Geep Ten a ate BS got a g é ecaags eRe > § — YRS iain Sa bid te ie. ee 6. aAeeee ee 
BEI ie = tas Oe era ae a ee ees gare ne, Ee ee eee Nes eeote oe cee aos a has = oi gies ata aOR 2° sae Bi rave Agee 9 eee" rer 
y L. pee Sate CEng ee rs baa ia eee eevee er re eS ig. (Pie stk pepe Oe ae gan ules ae Sete es se Bee et i): ele 
paiee rie cates aa creer ewe ie eh Ae Btls erage RE ie | lemme ES ot de ~ ry wt aes Soa oe BY i eae 
re- eh rae Cn piet MSaa ema Ha eee san ai ee ae FS oe Fa es ES RR r i jt Tiny iat eo Bier. .  Saeee ae ies ysde poengar, Tene Srey 
P Servet Pee eer ae Fie ii tenet irra: aay fae ee, eee Sree alee meen eee ee ae 5 nc canes aoe Bee ee ee Aras gee oS eT pe Se 
; RRR = on lacie anes Bp sd fS SS uty We Oa se aia ets Mog Alea a2 gh ee ete ret ee 3 (ara ae Sa GE a as Birr tel Me Wee ris ls ee rad (—— Pe ere 
Say ee, ery SIRS FORD EOE Res uote beg Re oe kara leienll,. items ok eee Pe ait ae ae iets ee taaee ENE ss | 
les cig ar cat Lane Ppa Ree ee VA ME gi =e si Asa é 2 ee SiS meta GaSe ee Rae ei 
Bi i a eet eects Sey ie SnD Seal cael Ua has Seni as i — cba S Sea hig ee ep as 1a. 
ae Sc neers Ta Ee eae? ae ees os = ge ee a 
t “ Te a ee Phen ey = Lee ete 2 hd Pts Saka isk oe Aiea ey 
: er ites i os eae SAM ARN APO ae Reet aie amas Rees 
oS Se ieee INO Os pee sa ; yi Decmegeee me” ee ala aes ee oA sneer 2 aeEeley 
Aci, en eet Se ee Sesh h Sire. ie NRRL eS erga Sanne ae ntte Eee fe A ae eee ee = EME, oS Re ak ao ee Sea 
tics Pan aR nee Pee rl WE eee oe ose Seta a inh att ee, eee —. toe peers Were, $ 
ei Saat age Sa LED peer Sd as DS Ueyiagh ester) hs i ae AS a ane apg gs ERTS § ite Papa tr Caan eee ate oe Eh ea Se ieee - a 7 it SE te a it. > Fk 
OS SE OC ae Seed eee eer ama eT. WE, nee ees ss ae ogee Mt SEAT iy ty bi Bhd Sha Big Ua aR da yp eee 
eines fee eae ee ya Spa itis me hai elie! am Enka Ch ee Le ey Rete Nasa en ease eis. ya fee) Se oe SS: at Sew ee ag eet Bee Ee Wee ee 42 Jit) FREER EL 
Off Raat eee Cae DY PRET Eb cet pie Aart te Ran ae ae ae an eat Pa 7 fe Pe ee ie ees iy teas ge LN amano te iia} pare tk ieee Pee 
Pe 3 oe Odea Fee eer Oem ean Tan (ae, cng ee aE ari ene Sere ere eis ieee een. eee ii, ta ae ake eee Jae ees, PoRg ae: | on een ance - gps Stee ae ee 
an < es tty es aS : te ene aoa ieee ees i ines ip Rene > oy Balad ti game erp, * eee ie ee Sees * ae os ‘ i ae ela a ee Sa eee aa ST ale ACE Uns Btls 53 9 Pi 
Fs aa ae ees Wa ED crecaenrs, Sere oie here ere Sh... RCE” aj mae. ae Ce topes Mee Ee Wie ee = REIS eas ee AMES 3 ere 9 i, ea i ae 
< } aS ay ais vam ced oe ea eit ue eee INS ee: ee ea eee he leer ae es 
eur. Koma, > £¢- Soe atest con oes as a an peers) 2 ye ee gga Lets eins “a eee 
ae Be a he Wee 5 ae vf ist dei ana 2 i mane ear) Sa tees 
i not fixie, eit ae tod Pa 3 igs ae eg en eG, 
Pv Ware Sari Meee ar eee. 


we left this space white 
so that you can see for 
yourself how opaque 
International 


“Tropahe is 


@ Less show-through, faster drying without offsetting 


or feathering 


Brighter blue-white paper with character... Smooth 
and Vellum finishes 


New! Up to 100 Ib. Vellum for offset, letterpress 
and gravure printing 


New! 81% x 11” cut size, ream wrapped, 10 reams to 

new Junior Carton. Especially suitable for small 

offset duplicating presses 

Ideal for prospectuses, broadsides, greeting cards, 
announcements, catalogs, house organs, folders, stuffers, ete. 
Call your paper merchant today. 


your most dependable source of supply 


INTERNATIONAL PAPER 


THIS IS TIOPAKE VELLUM FINISH. BASIS 25%38-100 L® 


PRINTED ON A 42X56 OFFSET PRESS. 1@ UP. 3000 IPH 


FINE PAPER & BLEACHED BOARD DIVISION NEW YORK!17. N.Y 


Advertisin 


Mai 
to I 


(Conti 
“important 
make on J 
was availz 
nouncemen 
sumption i 
are in the \ 

Time In 
the situati 
an announ 
ture. 

The Dige 
nual posta 
000. By tl 
increases 
1961, this 
$2,500,000. 

Noting 
were “not 
gest pointe 
subscriptio 
last mont! 
subscriptio 
Digest’s hi 


@ Arthur | 
ronet, esti 
crease of f 
probably 
postal incr 
A. L. B 
quire Inc. 
company | 
mates of 
changes w 
however, 1 
of the E 
charges < 
films and 
crease for 
excess of $ 
Allan T: 
tor of Sev: 
of Sevente 
at newssti 
for the tir 
increased 
our curren 
ture.” 


s Look Pr 
pointed ou 
ticipated 
when it ra 
from 15¢ 
its subscri 
to $5 this | 
this will 
said. No 
rates area 
George 
Parents’ 
“We're gol 


The Di 
Assn., des] 
on direct 1 
upcoming 


ar is ve ; a S ig . ze oa i : <a * ; “ 2 ae eS 5 ; yee a Poe eas 
4 ‘ ; x e aye ae 
oy peer ¥ < . ; 
eye. 4% ™ P eT ee Lee . » ibs ‘> . net — / 
oe "i ot bile 2. UP S . ‘wan R 4, . ¢ , = 2 Ha of = es bid 2 4y oH Py fol saat 4 fs ~~ ne 
; : aye ‘ ' sue ens = ‘ WT, a tar oA ’ 5 ~s. 
. baal.» 
4 a 
ee ee i ; 
ee! My ; 
a ‘ 
a . i =} a ' 
at “9 
ae s s ag 
| a : 
ee ; : 
‘A ) f 
we ? ‘ 
oats 3S a 
Re es ‘ 
ner ide 5. . 1 
25 tu ; a 
a Ses : & ” 
Pe oa Ds c , 5 > 
2 ee a ss 4 . 
has id x 
Beard teh e 7 
erat a 
Ea ' if i 
Bi: ’ ol 
Bes 4 
ce F a 
G i aged ra) 
eee 
See § a 
ies ‘ 
"2 os Zz 
a. 8 . “J 
a Shain ” 
i“ E : ve an 
2 es = * ‘2 
ie re aie "] : Ht 
, a HT 
: ? EK 
ga (a ° ‘ 
eRe re ix :” ; 
Bie fh ih Nl P 
em ren Py oP 
7 j ‘a 
i - 
a S39 
of q G ; 
oe vy F 
aoe an 
ae atg 
inet - i ‘4 
Smarr: Pe y 
a ee ry. y 
2 ea » : i 
a oe ‘ny s ; , 
ee = Ap ereee . 4 
pe * i ) 
pe a : 
Barks em Py  * : 
ete J. ; 
i a q 
s a | 
oe is \ 
ge ae wW & i | 
7 Arkeee h Po 3 | 
aS ne A 4) S ' 
a Se ae a : 
nd Poth tk, . a. * 
: si x >» ; 
ie ca ws — 4 
be 5 “ Lt 
Weer < 
= SPE Cae n° , bs 
a Ne 4 . = | 
pen reece » F \ 
Toten tas. . 
bey iam + >, 
ee aha a all 
ee - PA a. 
ho Seay “ ae { 
aye le ee . a 
: va ‘e! ie ; \ 
tes Bee oy, . : ‘ 
ae sane * 4 ? é a | 
te Bl a agtey re ae ae os oa ALP ot om tee I Sankdg ie Ze oe ~ = , 4 aati. ctl: VE ‘ war tee Sant 5 : = ! 
5 : se t ee 7. , 8.7 ms * cA ke Pi ia . * _ ~* = oy ‘ ' 4, ? . . _ ~~? 
Fe, haere ¥ 
kee, d ee 
neg eis 
fae oat ee & 
st oa eo ty 
Rahs a hpeys { 
ae ® s 
Ree Rae ges q 
“aes i 
aire as 
CBr Las 
pe ok 
rae oy. 
ieee e 
ray al A. € ——_—_—— 
Gi Gre serge 
ees ies 
Fe gre 
ee a 
cir enna 
bei Ate 
gee a , 
i + nf 
; ee F : 
eo : = - : 
PF ‘ ~ 
aight : Ld 
ss Pweg x a 
Si ae Pare 7 - 
iy cera : 3 = 
ee Ss, ets 
eee Sia ke e é 
5 Sea a”avave- 
ot ak h 
yer STS 
ee ‘ 
onde sk ti ‘ 
Nieme oer — 
Beth dak 
ey a 
foe 
oa 
saa 
ip, 
= 
NSP TREE EA Ms SOSA ge eat eenetage Tc ety ie SS eT eats IRR iia esse Soo am ae scp ay antec 3” ot pon SENSES OS ES OTN a ren eee Ge Seman eC Tk NU teeete noe cee meeT)p t 
a Aa Be ere ee Pete) > | kk Se OP Sh Pe Se: Ii Re eR eet SES ie: 2 Ue EN | pe ee oe ee som hai” beers aL et eae ye eet OE Bee hoc 2 Chink * 
Gs eee or A ae Rca matt fiche cien! ” dhe See eS, oR pio pan rE echo ey oe rae jaan ee aa a be Se ae peer ae Be Sut eee ete. fea ae — eran eg or ee me ete nm 
Reh et he onary Feet The ere Meee ae Seen eC Oe eM Tap Pitas!) abana SMC ee eA ee NS ah ii ee ion oe eae eS iy mune ce We Bin : eed ya een LM ea a 
as eae, Bog *,2 7 up Reon nee oa) ei Ca iee"  aaa ; pee, Te NESE pe hs z Py sr re ie Te Si “seeeenanensemner fle een . ig oe nee ie. ene ee St a oom is i “ bape c ota +5 oa ‘a sore , a 
Btn) SR UTS 5 torres eet amare DRG SLSR SEM u Rt bs laa tenettart. LEASE aantes Aer ee Fae ger) Sai een tee UR ee CS RU al cit | rr eee ee mer hr Lege, Se Rent Wa ut eenneer na gtr. teen Abia ee ememee tae Se ] i 
ee stan ese Coe us Batts phen tie SEO es es : a alae lies hed Ane. pad ie Ba es ge lanes occa 5 8 ee eget uate no rier ky, Sec eth A ce ee bog ets Sec ne eee Ba ee 
We fae ag teh S ete Sa ha ae O35 ey Rage ae shir EE Ra Os ene ibe Pe se Ae ae aoa ra : a ‘ EG cs Date Ngeaty Sete ASS 2 q 
ode Sema t gHe ae oy sae : 7 » oe ft i! ~ eee Pleas See ara Tae Moe 2. Eh ce abt roa it ee ap ee ee aes iene 8 cia ite NE a eee a 2 7p Sears tr 
sete EPP GET pre ASG SERRA os RN pe eee RE eT RE See ii Man ae ES eae te ‘Nan Porat ewig geil 4.7 (; aa ea Reis hj a aay ghar eS ioe Se | | See 
 * POTN Sere Te Hee SDs epoca tos SE Rae Cs SPE OP ep ere oA ahs tes to a pe ca ee 2 RR en eee ee a Seed: oe, ED oe core” 
ase) sa eee : be agin realy See Sie, 3 ie Seale 21 ae PR porte | 5 ee Pet a on en PEM oo Sap oy me ‘ae eget t ty) | aaa 
ae Ba ge he eM Soe on >, en Be ge en Ree Laon a eae memes gs SB gaa Sa SR ee eee “Test * <a 
joe Re RL Senet ac ae a a a +s eae ahs aus a Ch GE en MS al. er Pekan ie eens NA pdt cay oem | I eo renee gai any Meee Gc Ae ere tes arene a Sea 
‘eee PIN 5a Boe isin ge ARR Soe MY oy CD os igs as wth een etc ie 2 a, eri | inns sh. Aa ee, | Se mca eee een a 
eT Tigi as S21, ta ey Pete ne ae ee he ae MES Co bn ae na Bi AGE gee a TS oF aie! | eee A fe a ee ae ee rea iy Sa ae Pee ike aaa 
gM Co teach Se tear ti ane elt, 10 area ean ah a Rg ey AEA, eA) eee aM IS. & Bide: Ss Mee Ore ems Om OS ee BA ey ee ny er Rene Ee ee Re ef ( 
Yes, idea Uae Lay spi gal PORE SME i urs big Va “ ies oH F- en Paes mae ar esa ilies x oS Sw ve <a tee Nadi Gs) atees Mn 3 ae : iy = a eee ni repr aC 
Sieicas botnet ae ke ee aed Nien eee inh Lay ae rs ay a8 MS r Fp ara pea Sc ee Me ake rere ae ita : fy Seta A : ee aa My 
<i ee en hose ee Temes esas SO ae Seah eats ie Ege hon einen aed i es eee ees Wc ei iligt ime <2 NN a sae Nabe da oo, at 
cath ett a Da) tars a oy eee ee Sep sea ager ee agg ea ' se eta oe 2 8 meme = a rv a cm ‘ae ais wineer. : sl cg eee SP, ae die: BF paises US a Satie | a. 
: gh eres cer ba Sa Rohe ‘i ee, a Sas Ap bee es Sintec Baa Shy eae En tiny ee ne ee ; f “ Fey Y Sais <5 Sih sabes | E eptanee. ciee wees k aS oi eee ye 
em cman oa ee Deer. car ea Sat) epee eo oe 5 (Sh See ee” See ao = ee ae eee ene ne cs, ee FR Be My m4 Nir MARNE a oe ; d 
y Tp Seater iat as Yee pum gt oo SS ae a aa A Maat tage? ky COL eet notre Gai UNA r tet Samira... | raemreaiali i age ae ae a a eh ath, on iw, oi oe a an ie ees a eg | es 
Sew Un, =o aaa a pet RIOR RM ae «ge PSY ned eg a nav 7 eae Be /gike abel arias ee kg! ee) Sr ae amie | po Se eae Sy hs RN ee a ee Sy ees 
Ser ae ee ae 3 ry oie lan) tae Ne SR ga AN gy vec oh) og ah eR ee al a ya PP ee cy See a Lh a ae it ae Aaa GS AM epee Sean (a eho Sen Aes AD Tica a 7 ee 
ee? ee oe Pte Ee So ene Rear UP See ig eNO eae ORE SL crea egy Ce SS pee aati Cote eee ee oe i el Be 5 i sy a et ae Sele! aed 5 Sea 
ed Reig Ake ae eae al oa ell a SEA cal, tia Nae A aa reg ty Dern trac at - Ae Uc cP, oh) ve aks i ele Segoe Al oT end pe ea - Se Ria 
akan ge Fe Sine ie Waa AE eee nena sie Ser aaa ars ae 2 ess. oe a ee ORES aaa ao ead ren —— : 
py we ee ra alate is Sect t ay id ihe oh ea gi SPE tata Ronee oes hee = ROP i mad Bal iy Pei aoretitaies A Pedkan 
CMe ee pee = ore ae = aR aR Se ee eee eee ‘ . 
PPS ge ort lat te DR Ae thee Sr ee Wee 5 cae eins oa : eitialers Sone ree Sb Marit aes 4a a ge eae 
ie pen ee conat ie ia ; EN al Sa A ie a = eo gl ce a wae ayer 2 
‘Seetickets. PA eth gael, Oe et Wien ce BN Ea ase eng? Apa aaa erggeedirs A omer age 3) eS 2 err 
eee RM es cin a oe Reo ae Mn I Tr ee ee 
* ach aeeds 7 S|. gaa Ves ee ae WS Meg RA cl FE Ses | Sate) omar OR AT ECR a es Sts eae cee Pia aa a eters rim tee eas ee kale sea Cp DS greene 4 : Sh : 
“awe hos, 4: Geel Pigeke ol a: Ae Si ra <4 ace tn gpbagheee AOS oR eas Gael See eee epee aes COO faite eins nin care ee Vie a EA les oa sg A I oe sacs eta ge AERA CS Sey ret 
See ON ap a 6 ee Aare are Sleaiie y Ss Bg ete Dien RE ae aa Fe PRS irs ig alle Ren Be SES tere TS PRC, def ME og Sst apa ES oo, OS atin cma ect ae, aay ae Ba: ea ERS oe Tee +. ESTE EGE, 5 c.4 =k Ws Femi he ope ee Bare 
igs ke 959 Aare omer A 9s af = Sala: Ge ee ne ee ee er cae a eet aa ere ea, eg TG wi ee aetna Ee 
a. Ula Ne Focccee or ao ee ene Yy ae See aes Ne lee ped ene ry se Se pilbh ongibig, ese regal’ § ek te eee REIN gay PRI aR) Mc gE ot: aS aro Se fire eee P a oan aR a ey a: #3 2 2 eee 
=, ey ty Mies (5 RY 5h AY OS EY Mew Meee acest SCR ite ate ne att Bees Bae Me ee BM spas Se ae we etch ee Nite ec alerere: Oi 5 ei hay . ate Bs, Le ed ree a Sipe le var = L soe cole a SP ns ash he 
ge <> Soe ae edae Maemerene o> eae SEE re Wag ONE SemNet Se Be rl Seer or Beare NE se ee epee So Anes : We Ph retaliate at Paget aoe 
ae ee sen era? vant ote Saket pon 3 y re ete: ey a eae ne : ry Lea a TS) Toh 5 ats “ f mo a aa Re Epeat ren yh ee ap ‘eae iit i baie {ir aaa = hor 


Advertising Age, June 16, 1958 55 
. s anew for ways to stretch that di-; “That $10 per thousand increase P—KCMO tower ; 
al sers e @arin rect mail dollar without reducing | in first class rates will have all of 1,042 ft. 
its impact.” us examining the possibilities of 
= With him the impression per|third class mailings wherever | 
to Meet Postal H k piece rather than the cost per! possible or practical,” Mr. Fox) 
I es thousand is the key factor. He is said. “However, since most of our 
: ’ y reminding his shop and his clients| clients depend on carefully timed 
Co “ : ” ee ‘ "fia 
EE nage ica od A a Be ag ‘ae — i _'©/ to watch the loose ends of mailing | personalized promotion, the price 
he gee TN yg og Ag Fear al Pr a Ppl Vvertising | that can save money or cost mon- of postage is still a relatively un- 
vas available on what this an-| The DMAA said the increased A Pete nage nme ene | See eee 
1ouncement will say, but the pre- postage rates will “surely bring satis E - ‘ Newspapers ND he ei 
umption is that higher ad rates about a higher efficiency” in the) ® VOnt cut down on necessary | . ; . ‘ A 
wre in the works. direct mail medium by prompting| Mailings, cut out unnecessary uth cade te cieiine a6 tee! bas 
Time Inc. said it is studying) advertisers to “do more testing, | @mes. Times and Herald Tribune—see He Eiffel tower 
he situation and will also have) work on more selective customer} @ Get your money’s worth per little or no effect attributable to a 984 ft 
in announcement in the near fu-| lists and seek better production > j i Hae ‘ 
ure. methods to achieve economies.” ee ee Tita. : =a 
The Digest told AA that its an-| The DMAA also urged Con- ‘A 50% Increase’ News, Post, and World-Telegram ns 
tual postage bill is now $7,000,- ! oe aad ' Nek 
00. By the time the , ee oo pe adhe arching ag oe | New York, June 10—What will i oo a ho ns 
ncreases become effective in| tensively” the ‘new eaeiaun pili | *e new postal rates mean to mag- —— Ea ry pe a aR 
: ) Y ' ; subscr ns u n », aN 
961, this bill will be raised by | “lest they restrict the use of the azines? jane ‘aoa Ul Faceless | 4 
32,500,000. medium as an advertising tool.” wageres Seveloped by Kent fr: stio i i | ja 
Noting that these increases) The organization said that it has | penanes 08 Meaker’s Digest for the gooey hit 4 cen Y k ht 
vere “not unanticipated,” the Di- | “misgivings” about the new law Magazine Publishers Assn. indicate | ,, Hardest +e ; ~ a to eK 
jest pointed out that it ‘raised its| because it “may mean a reduced | # 50% increase in postage costs. oo age . oe . oe 
ubscription price from $3 to $4|/use of Post Office facilities and | Mr. Rhodes said S opvey of | of pe or sant age a. Ue | 
ast month. This was the first an attending higher cost of oper- three small publishers, with rev- gp j hes t po go HW me 
= Mites é hao Papas , <. |enues ranging from $1,000,000 to 4#"es assistant business manag- ee Bldg. 
ubscription rate increase in the| ation because of this reduction in | $2,500,000, showed this picture: | &T and director of promotion and Z ws 792 . 
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| research, the annual postage bill 


. : , , : to $256,000, representing from 7% | for mailed subscriptions will in- 
' Arthur Stein, publisher of Co- @ Felix Tyroler, managing direc- to 10% of Be Seemann The aad crease $500,000 over the present 
onet, estimated that a rate in- tor of the Mail Advertising Service rates will mean a 50% aeceune in | $1,000,000 postage tab. 
rease of from 8% to 12% would; Assn. (direct mail producers), the postage bill ‘ P | This “inevitably” will result in 


Jigest’s history. 
9 _ j oo Postage costs range from $70,000 
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rrobably be necessary to cover! told AA he is not happy about the : : increased prices he subscriber, | p 
caudal Sieiieaien anene pestal rate increases. | A survey of four large publish- a gt _ to the subscriber, we 
i L: See, oe et “eawebidier ts tubes tn teat 2 \0t> with revenues ranging from |“. Veit sald. 4 
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juire Inc., emphasized that the because business uses first class|*.’ —; : é s The New York Herald Tribune, 
ompany still is preparing esti- and direct mail first class,” he ee Se a daily mailing of 6,000 and 
nates of what the new postal said. “But the new rates will ben- resenting iam 3°; to 14% of total 4 Sunday subscription list of 20,- 
hanges will cost. His opinion is,| efit bulk mail temporarily be- revenue. Here. too. the se pet 000, also will be hit by the postal 
lowever, that including the costs) tween Aug. 1 and Jan. 1, and to a will aati po Penll Reape Bs ‘ bill. Barney G. Cameron, vp and 
f the Esquire Club and the lesser extent for the following 18 50% in th t 4-4 satiee: business manager, said the postal 
harges of circulating Coronet months because of the spread in ae or boost will increase the newspa- 
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ilms and literature, the total in- rates between first class letters : : ‘r’s annual second class stage 
rease for the company will be in| and individual third class bulk.” |" The over-all increase in total Pers annual secone Class postike ai \ > 
xcess of $600,000 | costs will be about 5%, Mr. Rhodes re more an a a” i > 4 
. 5 a , =tj > ree-year eriod. is wl 8 
Allan Taylor, advertising direc-| = “This pressure for postal in- gy ge two other points of “Sooner or later” be reflected in WN | 
er of Seventeen, said, “Sin % | s e| ae peace Beara tei Nie , i 
dace ince 75% | creases came from newspapers, significance for the magazine in- ¢9Sts to subscribers, he said. di NI 


Neither daily will increase 
newsstand or ad rates as a result 
of the postage increase, the 
spokesmen said. 

At the Wall Street Journal, 
| which distributes about 90% of its 
| total 540,000 circulation by mail, 
no increase in subscription rates 
lis being planned. Asked if the 
postal boost will affect subscrip- 


f Seventeen’s circulation is sold'| Mr. Tyroler charged. “Direct mail d ; 

it newsstands we plan, at least/is the fastest growing medium, ay ol ree Hl 

or the time being, to absorb the| and other media are not happy | i. . — a ee wil 

ncreased charges for postage in| with this growth. I feel all adver- ——— bs he a oe awoel 

ur current advertising rate struc-| tising media should work togeth- ishers more than the larger ones, 

ure.” | er.” jas their postage bill represents a 

Mr. Tyroler also said that | larger slice from their revenue. 

| Look President Gardner Cowles! study of bulk rates to he made by lt aa The on Rte trent 

ointed out that the magazine an-| the Department of Commerce and | nig tng ego ~_ aod bepeateertsnee 

icipated the postal increases|the Small Business Administra- ped oor SS Eapertenly Comal 
;_| ing in 1958. Result: publishers are 


.) 


\y 


V 
ZYVY 


S 77 


A 


<4 


I\ >> 


Vn 


Y 


—— 


LI 


NSS 


\/ 


@y 


vhen it raised its newsstand price| tion for a year starting July 1, : shone . . 
rom 15¢ to 20¢ last August and| 1959, “will be slanted. ~-' |More than ever dependent on the| ‘ion prices of the Journal, Robert 
ts subscription price from $3.50 “On first blush it looks like an POSt office for their subscription heii geen rag nag erg a 
v . i i = ager, replied, “not a is point. 
o $5 this past January. “We think | honest study, but both depart- ©i"culation. # He added, however, that any de- 
his will solve the problem,” he ments are controlled by the Post cision to boost subscription prices 
aid. No changes in advertising Ofsee Department and the 80°V-| ounce, but don’t get stuck with! would have to be made at a 
ates are anticipated. —— administration boys who | extra postage. “higher level.” — 
George Hecht, publisher of! put in the increases,” he said. 
-arents’ Magazine, commented, | |@ Get those extra sales folders | Business Papers 
We're gonna grin and bear it.” | = Robert Fox, executive vp of St.,2%4 flyers in monthly statements| pusiness paper publishers are 
Direct Mail | John Associates, a mail advertis- and followups. busy analyzing the effect of the 
ac ing service, summed up the rate| e Get more for your 4¢ stamp by| new postal rates on their operat- 
The Direct Mail Advertising| situation as follows: “No one is} increasing the appeal of your copy |ing costs. Those ADVERTISING AGE 


\ssn., despite ‘‘misgivings,” called | going to stop using direct mail be- | —personalize more mai], use more} could reach for comment said it 
n direct mail advertisers to meet cause of the rate increases. But) filled-in letters, auto-typed, ex-| is still too early to determine how 
ipeoming postage increases with| everyone’s going to start looking | ecutyped, etc. much advertising rates will be 
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the advertising business, we're a service organiza- 
tion. So it won't surprise you a bit to know that 


member of our Board of Directors, our Strategy 
Board, our Creative Board. Operating from those 
three bases, he not only has the authority to act 
in behalf of our clients, but he has the facilities 
he needs to work with at his disposal. Starting 
with the all-over planning function, Tom sees to 
it that advertising, research, marketing, publicity 


and sales promotion are all coordinated in one 
workable program that stretches the chent’s dol- 
lars as far as we know how to stretch them. He 
} then works with the contact people and the clients 

to see that the promise inherent in the plan is 


fulfilled as its various elements are put into pro- 
duction, Why not phone Tom Vohs yourself and 
see how it works? He’s as close as your phone 
and his number is MUrray Hill 8-5800. 


WV ith all of our concentration on producing “The 
Quality Image That Sells”, 
Cairns try never to forget the fact that, being in 


Tom Vohs, our Executive Vice-President, is also 
in charge of client service in our shop. Tom is the 
“account executive’s account executive’. He’s a 


we at Anderson & 


ANDERSON & CAIRNS, INC. 


Advertising of Distinction 


130 East 59th Street «+ 


New York 22, N.Y. 


affected. 

Nelson Bond, exec vp, publica- 
tions, McGraw-Hill Publishing Co., 
| said, “We're working on the mat- 
ter now and expect to have some 
|data in about another week. Until 
| we’ve had a chance to analyze the 
| figures, we can’t say how much it’s 
going to cost us or how we'll have 
to allocate the increased cost.” 

McGraw-Hill Publishing Co. re- 
ports that preliminary estimates 
indicate that the increased postal 
rate on second class mail in itself 
will increase the publisher's cost of 
distribution approximately 43.5%, 
a minimum of about $700,000 an- 
nually. Increases in first class and 
third class rates will add substan- 
tially to this total, the company 
says, but the probable increases in 
these categories have not been tab- 
ulated. 
| 
|@ Edgar W. B. Fairchild, vp and 
treasurer, Fairchild Publications, 
said, “We're studying the situa- 
tion. Obviously, higher postal rates 
will increase our costs. But be- 
cause of the recession, J feel we'll 


have to find some way of solving | 


the situation without raising ad- 


vertising rates, if possible. It’s too! 


early to say yet how we’ll handle 
it.” 


Leo Haggerty, treasurer, Con-| 


| over-Mast Publications, said, “It’s 
too early to say how we'll meet 


the situation. We’re studying it,| 
but probably won’t know for an-| 


other month.” 


3 Photography Publishing Corp., 
New York, publisher of Photo 
Dealer, Modern Photography and 
PMI (Photo Methods for Industry), 
has notified advertisers that due to 
the uncertainty of future postage 
rates and other costs, it is not in a 
position at this time to accept ad- 
vertising contracts for any of its 
publications beyond December, 
1958. However, Everitt Gellert, 
general manager, said that by 
| August the company expects to 
have determined what its costs will 
|be under the new postal rates and 
isays it then will announce what 
advertising rates will be for 1959. 

One publisher, who declined to 


be quoted, said that he and a few 
other publishers with whom he 
has talked are studying the pos- 
sibility of offering industrial ad- 
vertisers a new schedule of multi- 
ple-page insert rates. 


s A number of industrial com- 
panies, he said, publish four, 
eight, 12- and 16-page catalogs 
for special products. With the 
increase in third class mail rates, 
their distribution costs will mount 
substantially. By using multiple- 
page inserts in business papers, he 
said, it may be possible for some 
companies to save money and 
distribute their catalogs through 
business papers rather than by 
direct mail. However, he admitted, 
the idea calls for a lot of study 
and some hard selling if it’s to be 


used successfully. 


s A business paper publisher, who 
asked to remain nameless, pointed 
out that the economies of publish- 
ing under the new postal rate are 
likely to change for business 
papers having both paid and con- 
trolled circulation. Moreover, he 
said, publishers are going to have 
to re-check their policies as well 
as their costs. 

Citing a hypothetical case of a 
business publication with a 19,000 
circulation, weighing one pound, 
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|with 40% editorial and 60% ad- 


‘circulation paper has 


vertising content, he said the mail- 
ing cost today, on a rough average, 
would be about $510 for a paid cir- 
culation paper, compared with $2,- 
090 for a controlled circulation 
paper. 

By 1961, when the new postal 
rates will have become fully ef- 
fective, he said, the average mail- 
ing cost for the hypothetical paid 
circulation paper would be $748.20 
against $2,228 for the controlled 
paper. These figures, he stressed, 
are purely hypothetical and not 
realistic except as an indication of 
what the cost trend is. 


s Other factors, such as zone 
variances, contents, weight, etc., 
would make differences. But, he 
added, in view of the additional 
costs that a publisher ef a paid 
to bear 
for circulation promotion—billing 
costs, field services, etc.—the ratio 
is narrowing to the point that paid 
circulation may be unprofitable. 

Meanwhile, Haywood Publishing 
Co., Chicago, publisher of Bozx- 
board Containers, Industrial Pack- 
aging and Packaging Parade, said 
it will raise the rates on all of its 
books by Jan 1. Marshall Haywood 
Jr., president, said the increases 
will be made “on the basis of 
actual cost increases.” 


Magazine Ad Volume, Sales Skidding; 
‘Life, ‘SI’ Mapping Special Offers 


New York, June 10—The loom- 
ing increase in postal rates (see 
Page 1) is only the latest of 
troubles to beset magazine pub- 


lishers. They are also trying to) 


face up to a decline in advertising 
and a drop in newsstand circula- 
tion. 

Among the leaders in paid space, 
Life was off 321 pages for the 
January - through - April period; 


The Saturday Evening Post was} 


down 176 pages; Business Week 
was 507 pages behind last year’s 
showing; Ladies’ Home Journal 
was lagging by 108 pages; McCall’s 
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ve NO. 8 OF 
] A SERIES 


NUMBER OF 
COUNTIES 
IN| WHICH 
PUBLICA. 
TIONS HAVE 
OVER75% 
COVERAGE 
OF FARMS... 


434,813 


paid subscribers 


400 N. Michigan Avenue 
Chicago 11, SUperior 7-6145 


PROGRESSIVE FARMER 


FARM & RANCH 


ae 


FARM JOURNAL 


Send for similar data on livestock, crops, 
farm equipment, poultry and farm income. 


_ GREATEST COVERAGE 


a 


TEXAS AND OKLAHOMA COUNTIES 


80 COUNTIES IRRIGATING 10,000 ACRES EACH 
contain 95% of all irrigated Acres in Texas and Oklahoma 


THE FARMER-STOCKMAN 


Where Irrigation 


single 


Counts Most... 


TEXAS AND OKLAHOMA 
comprise the most important 


area in the nation for 


irrigation. Texas, alone, with 
nearly 7 million irrigated acres, 
is now a close second only to 
California. 


THE FARMER-STOCKMAN 
gives the best possible farm cov- 
erage in Texas and Oklahoma. 


xk 


The only farm publication 
edited separately for Texas 
. . . and edited separately for 
Oklahoma ... 


lhe Farmer-Stockman 


OKLAHOMA CiTy ®@ DALLAS 


J. H. Hunter, Advertising Director 


4321 N. Central Expressway 
Dailos 5, LAkeside 1-317) 


420 Lexington Avenue 500 N. Br 
New York 17, MUrray Hill 4-3340 


oodw 


‘ay 
Oklahoma City 1, CEntrol 2-3311 


was trailing by 102 pages; Better 
Homes & Gardens was down 194 
pages; Look lagged by 78 pages. 
Only a few books are ahead, in- 
cluding The New Yorker (up 11 
pages) and Coronet (ahead by 7 
pages). 


® Newsstand sales are skidding. 
Figures for the June 30, 1957, and 
Dec. 31, 1957, ABC periods show 
Life off from 972,263 to 820,658; 
SEP from 1,716,074 to 1,541,515; 
Look from 861,017 to 839,420; Time 
from 249,119 to 230,899; Coronet 
from 1,261,306 to 1,198,471. Read- 
er’s Digest went up in the same 
period, moving from 2,130,641 to 
2,281,011. 

Consumer magazines which re- 
ported their linage to ADVERTISING 
Ace were off by classification. 
Weeklies, bi-weeklies and semi- 
monthlies are down from 9,491 
pages to 8,523 pages for January- 
through-April; women’s maga- 
zines are down from 4,000 to 3,495 
pages on the January-May period; 
home books off from 3,817 to 3,233 


| pages, and fashion books off from 


2,734 to 2,395 pages, and movie-ra- 
dio-romance category lost from a 
total 2,165 pages to 1,610 pages this 
year. Business magazines. are 
down from 1,596 to 1,403 pages for 
the same period. General maga- 
zines reversed the trend by re- 
porting a total of 7,804 pages as 
against 7,631 last year. 


@ One publisher, who asked that 
his name not be used, said rate 
increases are no answer to the 
problems confronting the magazine 
industry. “What we ought to do,” 
he said, “is to leave rates where 
they are but cut our circulations. 
The last 50,000, 200,000 or 500,000 
of a magazine’s circulation is what 
kills you—that’s the part you have 
to buy. If publishers were smart, 
they’d cut their circulations right 
now, effecting the boost in cost- 
per-1,000 which they’re going to 
have to get anyhow, and eliminat- 
ing the costliest part of their 
circulations. 

“It’s foolish to think,” he con- 
tinued, “that we can compete with 
tv on a cost basis. You can’t make 
something that costs money com- 
pete economically with something 
that’s free.” 

Life, in an announcement it 
made yesterday, plans to do 
something about its paid space 
decline by accepting four-color 
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G. Bruce West Opens Agency |merly associated with William S. Heinz Promotes Johnson lations activities. Prior to joining 

G. Bruce West has opened G.| Bell Advertising, Washington, and) Ralph B. Johnson, assistant to|Heinz in September, 1957, Mr. 
Bruce West Advertising with of-|Pan American World Airways in|the vp of marketing of H. J. Heinz| Johnson served as exec vp of the 
ficés at 7801 Old Georgetown Rd.,| Washington, New York and Toron-|Co., Pittsburgh, has been named National-American Wholesale Gro- 
Bethesda, Md. Mr. West was for-| to. |to head the company’s public re- cers Assn. 


Tonight. ..1500 mites at sea... 
the horses will be off and running 


Crayne mem ts ey eee pee ome — rcp « canning 
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Attn on i Be CUNARD 


peers petit. 


NN OER AAR Ne we SNE eR RE ee om 


ALL AT SEA—This color ad for Cun- 

ard, first in a series using the 

theme, “Tonight .. . 1500 miles at 

sea... .,” will appear first in the 

June 20 U.S. News & World Re- 

port. Ellington Co., New York, is 
the agency. 


advertising in half-page units. Ex- 
cept for an experimental period 
during World War II, this marks 
the first time the magazine has 
offered full-color half pages. The 
rate will be $23,500. 


# At the same time, Life will take 
“a limited number” of four-color 
ads on a new special-closing basis 
—as late as 22 days before the 
newsstand on-sale date. The cur- 
rent regular closing schedule for 
four-color ads is seven weeks 
ahead of publication date. Life 
said there will be a .10% cost 
premium on both the new special- 
closing page and the half-page 
four-color units. The latter will be 
available on a _ regular closing 
basis. 

Another plan for propping up 
sagging sales is being readied 
by The Saturday Evening Post, 
which is expected to announce 
shortly the availability of space 
units of shapes and sizes never 
seen in magazines before. The 
Post would not describe the new 
units today except to say that they 
“will be designed to get higher 
readership; they will make adver- 
tising work harder.” 


A typical neighborhood in Burbank, California — one of 
many prosperous communities covered by the COPLEY 
“Hometown” Newspapers in the rapidly expanding 
Greater Los Angeles Market. 


8 Meanwhile, Sports Illustrated, 
which is ahead of last year’s per- 
formance by 66 pages for the Jan- 
uary-through-April period, con- 
firmed today that it is testing a 
half-price offer on newsstands in 
Cleveland “and several other cit- 
ies.” It did not comment on the 
success of the 13¢ cover-price 
“market test’ but it pointed out 
that its sister publications, Time 
and Life, had been offered at half- 
price in the past “but nothing ever 

| came of it.”” Sports Illustrated had 
a newsstand sale of 91,652 for the 
first half of 1957 and 89,407 for 
the second half. + 


Only “hometown” newspapers can give you effec- 
tive coverage of Greater Los Angeles ... the vast 
suburban market which surrounds the city itself. 


Of all Los Angeles County sales, 53% are made 
outside the city. And 25% of the people in this 
Greater Los Angeles market live in communities 
served by the COPLEY “Hometown” Newspapers. 
Sell them where they live! Include these news- 
papers in your advertising plans. Maximum pene- 
tration . . . complete flexibility . . . and strong 
merchandising support at the local level. 


Custom-Craft-Casaque Push Set 

100 stores have signed up for a ‘ 
six-page advertising section, built “~y - 
around a tie-in of Custom-Craft 
clothes and Casaque perfume by 
Jean D’Albret, set for the August 
issue of Harper’s Bazaar. It was 
arranged by Bernard Waldman, 
Modern Merchandising Bureau, 


ALHAMBRA POST-ADVOCATE - MONROVIA NEWS-POST 

BURBANK DAILY REVIEW - SOUTH BAY DAILY BREEZE 
CULVER CITY EVENING STAR-NEWS - SAN PEDRO NEWS-PILOT 

New York. The promotion is head- y | 3 \\ Y J GLENDALE NEWS-PRESS - VENICE EVENING VANGUARD 

ae nn) A 

Reed Joins White King Soap “The Ring Cy ftrih ee Ma a , 

keer Gepee. tad teas | COPLEY NEWSPAPERS 15 “Hometown” Newspapers covering 


charge of market development. He ; ‘ ; : ; 
will work closely with division and Greater Los Angeles—Springfield, Illinois—Northern Illinois—and San Diego, California... 
district managers in trade relations , E 

with industrial accounts and retail) ~ Served by the COPLEY Washington Bureau and the COPLEY News Service 
pets: ae Neen Se REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., INC. 

West. He previously was associated 

for 23 years with E. W. Reynolds a ms eghe ele > a ie 

Co., Los Angeles. i sl i aS elie Pen” bade vps Re 
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y | Ritchie Names Ohme VP 


| William G. Ohme, director of 


> marketing of Harold F. Ritchie 
It's the 13-county area around Peoria, Illinois. Over half a| tnc., Clifton, N. J., has been elect- 


million consumers live and work there . . . their spend- | ¢¢ vp of marketing and a member 
able income tops $1,128,500,000. Peoria Journal Star reaches | rt boyy Fr yg ho 
this market with 100,000-plus circulation . . . and | coming from a similar post in the 

covers Metropolitan Peoria (1st in Illinois,| Lentheric division of Helene Cur- 
except Chicago) with a circulation-to- |" 

homes ratio of 94.2%. Nielsen Appoints Shaw 


| E. R. Shaw, formerly director of 


Pimiteoui says: 


check your ‘‘A"’ list 
for the market with a 


Proebsting. August Named 

Merkle-Korff Gear Co., Chicago, 
has named Proebsting, August & 
Harpham, Chicago, as its agency, 
replacing Kreicker & Meloan. Mer- 
kle makes small motors, transmis- 
sions and display turntables. 


a ae. tin... 


Peoria Journal Star 


affliated with WTVH 


Ward-Griffith Co., National Reps. 


Skimping 
isn’t Saving... 


Cutting corners, sparing skills or time, 


most modern equipment, often designed 


aay : | the field training school, food-drug 
ene | division of A. C. Nielsen Co., Chi- 
wait | cago, has been named to the client 
“tly service executive staff of the same 
" | division. 


substituting cheap or shoddy materials... 
usually turns outa production job that costs 
the buyer more. Skimping isn’t saving if a 
publication loses prestige by giving the 
public poorer quality. 

More than twenty years ago, Intaglio 
pioneered in quality gravure production 
for the largest magazines and newspaper 
gravure supplements, built its reputation 
by constantly devising and developing 
better methods and techniques, improving 
the skills which improve gravure. 

To deliver the finest, Intaglio never 
skimps on hours or knowledge... is always 
glad to give all stages of production the 
extra attention and effort that assures the 
best in graphic reproduction. 

Our gravure craftsmen have the highest 
professional standards. They work with the 


ees 


America’s First Gravure Servicers 


by ourselves. They take the time to do 
gravure right, and their excellence brings 
Intaglio the largest share of fine quality 
gravure production. 

Intaglio assumes all the headaches of 
gravure, for editorial or advertising... 
starts with your copy or art, makes color 
separations, delivers full-value positives 
and color proofs for your approval and 
printers’ guides. 


Wirn a staff of more than four hundred 
sxperienced craftsmen working three 
shifts in three strategically located plants 
...in New York, Chicago, and Detroit... 
Intaglio provides consistent high quality 
with economy ...has the competence which 
assures the best! 

Our six offices are at your service. 


- —* Intaglio Service corporation 


305 East 46th St., New York, New York —731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 40 Hague Ave., Detroit — 
369 Pine St., San Francisco —1932 Hyperion Ave., Los Angeles —2264 Bogen St., Cincinnati 


Advertising Age, June 16, 1958 


Coming 
Conventions 


*Indicates first listing in this column. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore. 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B.C 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 27-28. Mutual Advertising Agency 
Network, quarterly meeting and annual 
awards competition, Bismark Hotel, Chi- 
cago. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

July 23-26. Advertising Age workshop 
on creativity in advertising. Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

Sept 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

*Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 9-11. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Ho- 
tel Roosevelt, Pittsburgh. 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

*Nov. 10-11. National Newspaper Pro- 
motion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N.C 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Grand Rapids Papers Name 
Sawyer-Ferguson-Walker 

The Grand Rapids Press and 
Grand Rapids Herald have ap- 
pointed Sawyer-Ferguson-Walker 
to represent them nationally. 

The two papers also have an- 
nounced an optional combined ad 
rate effective June 1. New general 
rates for the two papers, slated to 
take effect Aug. 1, will also offer 
a combined rate. 


‘Missiles & Rockets’ Appoints 

James W. Claar has been named 
Los Angeles regional manager of 
Missiles & Rockets. He formerly 
was regional sales manager of 
Fletcher Udall & Co. 


Lloyd 
does 
at! 


See page 86 
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KEEP AN ACCURATE RECORS 
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EDUCATIONAL—The International 


Circulation Managers Assn. says} 


that 18,857,168 newspaperboy 
training bulletins like this have 
been used in the U.S. and Canada 
since the program started in 1953. 
Parker Advertising Co., 

creates the bulletins. 


‘Esquire’ Ad to Bow 
HIS Ivy League 
Slacks in September 


New York, June 11—Ivy League 
slacks sans  buckle-on-the-back 
will be introduced to the national 
market in a three-page insert for 
HIS_ sportswear 
Esquire. The two-color insert 
boosting what the pants makers 
call a “new concept” in ivy league 


styling is the first three-page ad | 
ever used by a single advertiser in| 


the magazine. 

The advertiser, Henry I. Siegel 
Co., is reportedly the world’s larg- 
est pants manufacturer. Last year 
the company produced 425,000 
doz.; its annual sales volume is 
$20,000,000. 


® According to the company, HIS 
sales volume was attained with- 
out advertising. Until 1954 the 
company supplied private brand 
merchandise under the Siegel label 
to Sears, Roebuck; J. C. Penney, 
and Montgomery Ward. Then the 
HIS brand was established with 
the first ad in the company’s 24- 
year history; it appeared in the 
January, 1957, New York Times 
Magazine. 

The fall campaign to be kicked 
off with the Esquire insert will 
plug the company’s Ivy League 
pants styling without the tradition- 
al belt and buckle in the back. Ac- 
cording to the company, the buckle 
will give way to flaps on both rear 
pockets, but the line will retain the 
tapered leg and pleatless front. 

Campus suits and outdoor 
sportswear are also promoted. 

Leber & Katz, New York, is the 
agency. + 


Johnson in Argentina 

S. C. Johnson & Son, Racine, 
Wis., and associates in Argentina 
have formed a new subsidiary, S. 
C. Johnson & Son de Argentina, 


with headquarters in Buenos Aires. | 


The company will manufacture and 
sell Johnson’s paste wax, Beauti- 
flor, Carnu and auto wax. Walter 
Thompson Argentina 
Buenos Aires, is the agency. 


Malone Joins Thomson Paper 

E. A. Malone Jr. has been named 
merchandising manager of Thom- 
son Paper Mills, New York. He for- 
merly was merchandising manager 
of Bondware paper products divi- 
sion of Continental Can Co. 


AFTRA Appoints Jackson 
Richard A. Jackson, former di- 
rector of public relations of WOR 
and WOR-TV, New York, has been 
appointed national pr director of 
the American Federation of Tele- 
vision & Radio Artists, New York. 


_ |Kobres Opens Tampa Agency 
| Bernard Kobres has opened Ko-| Advertising Agencies. 


Dayton, | 


in September’s | 


a a, A 


| Voss Elected Head of Woodard 

| Philip Voss has been elected | 
| president of Woodard, Voss & Hev- 
enor Inc., Albany, N. Y., following 
the death of Tedford L. Woodard, 
previous president, on May 26 (AA, 
June 2). Mr. Voss, who remains | 
board chairman and_ treasurer, | 

|joined with Mr. Woodard in 1951 

| to found the agency. 


St. 
specialize in 


Moore Joins Four A's 
Moore & Co., Stamford, Conn., 
has joined the American Assn. of | 


bres Advertising Agency, 517 Bay} 
Shore Blvd., Tampa. He formerly 
was sales manager of WSUN-TV, 
Petersburg. The agency will 
industrial accounts, 
but will include other types. The 
agency is a corporation, with Mr. 
Kobres as president. 
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5242, TRIPLE! QUADRUPLE! 
BSL LI 


for less than 5¢ per 1000 impressions 


You can increase the effectiveness of Your Outdoor 
Advertising — That's Value, Man — the biggest value 
in outdoor advertising today. Call or Write for 
the facts. 

JUNIOR PANEL OUTDOOR ADV. ASSOC. 


8600 East 77th Street 130 Union Street 
Kansas City, Missouri Springfield, Massachusetts 


How do you measure loyalty? 


Not by the bare figure of our daily audience 
(747,640 TV homes). Not by the lines 
drawn on our coverage map (41 counties in 
3 states). And not by a mere addition of 
their purchasing power ($3,361,973,000 last 
year). Here in the WHIO-TV area these 
figures are most impressive — but how, and 
to what extent, do they apply to you? 

In full measure, we say, from the vantage 


ONE OF 


AMERICA’S GREAT 


This is the kind of hold our station has on people 


point of living with our audience. Its loyalty 
is expressed through mail counts and rat- 
ings, in which we excel year after year. Our 
loyalty, through programming of many 
public service features — and through such 
details as no triple spots. 

Let George P. Hollingbery tell you how 
these dual loyalties transfer in depth to 
sponsors’ effort. He and his rate card mean 
exactly what they say. 


AREA & 


Reaching and Holding 2,881,420 People 


\ 


whio-tv 
cBs 
channel dayton, 
ohio 
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rug Research Files Suit Ben Pearse, resulting from an arti- 
Drug Research Corp. has start- | cle published in The Saturday Eve- 

suit for $5,000,000 ning Post last March 29, entitled 
iinst Curtis Publishing Co “Don't Fall for the Mail Frauds,” 


damages 
and 


Authoritative Free Book Discloses 
Secrets of Nationwide Direct Selling Success 


sales executives and agency ac- 
count men should know. Write for it 


Modern nationwide Direct Selling is 
big! Eight to nine billion's yearly 
volume big, and versatile, too. Few today on business letterhead; learn 
products or services aren't suited why this powerful nationwide dis- 
to it, and a big-ticket price makes 
no difference—today’'s Direct Sell- 
ing Specialist can sell anything you 
can sell him. What's the secret of 
selling him? Send today for a free 
copy of “The Truth About Modern 
Direct Selling’’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
direct Selling, filled with facts all 


tribution force adds volume fast, 
perils no part of present over-the- 
counter retail sales, can be tested 
virtually cost-free. Just pin, paste 
or staple this ad to your letterhead 
and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct 
Selling; Room 812-6, 307 N. 
Michigan Ave., Chicago 1, Ill. 


by Mr. Pearse, and in which the 
plaintiff's product Regimen, used 
for weight reducing, is mentioned. 


Gale to Use ‘Sports Afield’ 
The name of Sports Afield was 
omitted in a list of magazines 
which wll be used to carry a rec- 
ord advertising campaign for the 
Gale Products division of Out- 
board Marine Corp. (AA, June 9). 
Erwin Wasey, Ruthrauff & Ryan, 
Gale’s agency, failed to include 
Sports Afield in the list of maga- 
zines supplied to ADVERTISING AGE. 


Maupin Joins BBDO 


| John M. Maupin, formerly gen- 


‘Ijeral sales manager of WINS, has 


joined Batten, Barton, Durstine & 
Osborn, New York, as an account 
executive on the E. I. du Pont de 
| Nem« urs & Co. account. 


Skweres Named VP 


Thomas W. Skweres, account 


executive at Hanson & Stevens Ad- | 


|vertising Agency, Chicago, has 


| been promoted to vp. 


Advertising Age, June 16, 1958 


Tell Us What Your Station Can Do for Our 
Client, Agencies Urge Broadcasters 


(Continued from Page 3) 
ments and general claims, with 
such similarity, that they lose cre- 
dence (“It’s better to advertise 
in the trade papers’). 


e When merchandising help is) 
promised, there should be more ac- | 


tion and less talk. 


® Speaking on “Radio’s Untouched 
Markets,” George Irwin, vp, Heintz 
& Co., suggested a number of in- 
dustry categories he feels radio is 
overlooking. These included the 
trucking industry, which, he said, 
has public relations problems; new 
community centers and businesses 
in them; distributing businesses, 
which consist of much more than 
appliances and cameras; transpor- 
tation, which is now undergoing 
radical changes; and institutional 
advertising of all kinds. 
Discussing the automobile busi- 
ness, Mr. Irwin said he feels this 
kind of advertising will 


There’s 
a third partner 
in the picture 


Father and son partnership of 
Roy and John Bailey, Lowell, 
Indiana, are fattening 110 head 
of cattle a year—60,000 pounds 
of beef. They also produce 12,000 
pounds of lamb, plus 45 tons of 
soybeans. The Baileys are red- 
hot prospects for hundreds of 
business-of-farming and con- 
sumer products. 

The third partner in the picture 
is Prairie Farmer. The Baileys 
look to Prairie Farmer first for 
the information they must have to 
keep their business growing. Both 
in the editorial pages and in the 
ads, if it’s in Prairie Farmer, it 
has a head start with the Baileys. 


Farmer than 


in any other farm publication. 


Surveys tell us why. 
Illinois and Indiana farmers prefer Prairie Farmer by 5 to 1 
over next highest publication! Dealers prefer Prairie Farmer by 
7 to 1! No other publication comes close. Invest your precious 
advertising dollars where the influence is. 


PRAIRIE FARMER LAND IS BUYING! 


This year, Illinois and Indiana farmers will take in 
620 million dollars from beef... 


And the biggest slice of this will be 
spent on products advertised in 
Prairie Farmer...Will you be there? 
Prairie Farmer Land’s 620 million dollar-plus bankroll from beef 
: is spendable income to the world’s greatest concentration of high 


income farmers—part goes for producing more beef—part goes 
for better living —more is spent on products advertised in Prairie 


Member of 


MIDWEST FARM PAPERS 


35 E. Wacker Drive, Chicago 3 
CEntral 6-3407 

250 Park Avenue, New York 17 
YUkon 6-6264 


West Coast representative 
Townsend, Millsap & Co. 
110 Sutter St., San Francisco 4 


rmont, Los Angeles 4 


“come | 


{back” in the form of dealer asso- 
ciations boosting business for all. 
Asserting automotive ads need 
much improvement, he declared 
that “poor advertising is poor busi- 
ness.” 


| Jon Ross, Ross-Reisman Adver- 
| tising, observed that all radio sta- 
tions have one thing in common: 
Each is first in something. In his 
opinion the worst kind of selling 
is that in which the salesman 
comes in to say, “We've got a ter- 
rific deal for you,” or, “We can 
deliver you 20 or 30 spots right 
now.” 

The right kind of selling consists 
of coming in with practical ideas 
as to how specific availabilities 
can be used effectively by a spe- 
cific client. This attitude can be 
| achieved by a station which adopts 
a policy of adjusting its thinking 
to the agency and client side of 
the picture. Mr. Ross said salesmen 
| should learn to take a “no.”” When 
an agency doesn’t buy, he pointed 
out, it’s because the buyer knows 
it won’t work, thinks it won’t work, 
or its client just won’t buy it. 


/@ In a panel on ratings, Jess M. 
Johns, Eisaman-Johns Advertising, 
decried the practice of some sta- 
tions of repeating their call letters 
as many as five times in five min- 
utes. This constitutes a form of 
brainwashing and distorts ratings, 
in his opinion. 


® Richard Hasbrook, of Katz 
Agency, asserted many agencies 
are weak links in the handling of 
ratings in that they do not under- 
‘stand them. For this reason their 
men frequently go directly to cli- 
ents with programs and ideas. 
Mr. Hasbrook asserted there are 
not more than five really qualified 
agency time buyers in Los Angeles. 
The rest, he says, are geared strict- 
|ly to the ratings “numbers game.” 


® Charles Helfrich, Donahue & 
Coe, supported the opinion of Mr. 
Hasbrook with respect to Los An- 
geles time buyers. He said Los 
Angeles buyers fare poorly in com- 
parison with their New York and 
Chicago counterparts. Here, they 
are mainly considered clerical em- 
ployes and lack stature, in his 
opinion. Mr. Helfrich said no one 
should get angry at ratings, that 
the blame belongs to buyers who 
/make improper use of them. = 
| Bartoss, Cappels Unmerge 
Barton Advertising and Cappels 
& Associates, San Jose, have ter- 
minated a merger agreement en- 
tered into in May, 1957. The 
separation reportedly was caused 
by disagreements on administra- 
tion and advertising policies. 


UNDERESTIMATE 
the SWEET 


VERMONT 


MARKET! 


PURCHASING POWER 
OVER $550 MILLION 
ONE ORDER, ONE BILL, ONE BUY FOR 


VERMONT! Address: Rm. 516, Statler Office 
Bidg., Boston 16, Mass., for information on 
the Key Vermont Daily Newspapers. 


VERMONT ALLIED DAILIES 
*Borce Hepes - Ceehington Banner 
: *Bu 


Free Press 
rattleboro Reformer - Rutland Herald 
* St. Johnsbury Caledomian-Record 
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vine people have a flair for living 
They're gracious, cordial, enthusiastic. They have the talent and taste for entertaining in fine fashion. 
They enjoy good company, good fun and all the good things that make their lives more pleasurable. 
These are the spirited people who read Holiday. For Holiday's colortul pages offer them a host of 
A CURTIS MAGAZINE new pleasures in modern living — things to do, see, buy, enjoy. Holiday stimulates their interests 
_.. gives them a rewarding new look at today’s exciting world. 
Today, more than ever, these Holiday readers are your best prospects. Their incomes (nearly triple 


the national average) are earned in occupations least affected by economic squalls. Naturally, 


they're in a better position to buy. More and more advertisers are reaching this rewarding market 


in Holiday. How about you? 


Theres a rewarding new world for you in HOLIDAY 
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ATTENTION-GETTER—A crayon-technique brightens this outdoor ad for 
Harris Savings & Trust Co., Chicago. The poster is the first of five 
stressing the Harrisavers theme. Leo Burnett Co. is the agency 


Donovan Gordy Kurtz 


Sutton 


Woods Gray 
PRESIDENTS GATHER-I—The Minneapolis adclub invited 
presidents of local adclubs to attend a cocktail party 
at the AFA convention in Dallas, to acquaint them 
with Minneapolis plans for next year’s convention. 
AA's camera man caught about 25 club presidents 
at the festivities. At right, presidents from the South 
included A. Perry Gordy, head of the Columbus, Ga., 


Th 


Burney 


Allen Dewes Roth Lamb Cooper 

PRESIDENTS GATHER-II—Gathered around Bonnie Dewes of St. Louis, newly elected vp of 
the AFA in charge of women’s adclub activities, in picture at left, are Eugene B. Car- 
rigan, incoming president, Advertising Club of Omaha; Lea Allen, president, Women’s 
Advertising Club of St. Louis; J. Randolph Taylor, president, Advertising Club of 
Greenville, S.C.; and Robert A. Roth, president, San Antonio Advertising Club. In 
center picture John Lamb, president of the Minneapolis Club, and James S. Fish of 
General Mills, vice-chairman of the AFA, welcome guests at the party: Mark F. Cooper, 


Carrigan Taylor 


HUINKS—Campaign antics at the annual election of the Oklahoma City Advertising Club 


PHOTO 


OF THE 


adclub; Jack Burney, president of the Advertising 
Club of Charlotte; and Wilbur G. Kurtz Jr., newly 
elected president, and Calvin G. Voorhis, retiring 
president, of the Atlanta Advertising Club. The 
four adclub presidents at left are Pendleton Woods, 
Oklahoma City; Robert Gray, New York; Lewis Sut- 
ton, Memphis; Wm. Donovan Jr., Scranton, Pa. 


ig 


Advertising Age, June 16, 1958 


Warren Meyer Fine 

PLAUDITS—Chief Justice Earl Warren of the U.S. Supreme Court 
applauds as Eugene Meyer, board chairman of the Washington Post 
& Times Herald, receives the Advertising Award of Distinction from 
Arnold Fine, president of the Washington Advertising Club. The 
occasion was Mr. Meyer’s completion of 25 years as publisher of the 
daily. In addition to Chief Justice Warren, speakers included Treas- 

ury Secretary Robert B. Anderson and Henry R. Luce, of Time Inc. 


Voorhis 


SPECTACULAR—Scott Paper Co.’s “Red Hot Specials’ promotion fea- 
tures a 22’ fire engine display with space for an assortment of all 
Scott consumer products. The promotion includes a give-away 10” 
cardboard fire engine with each purchase of Cut-Rite wax paper. 
Ketchum, MacLeod & Grove, Pittsburgh, is the agency. 


Dettmer Fish Fowler Greenaway Pope Holt Hunter Larsen 

president, San Angelo, Tex., adclub; Fred H. Dettmer, Dayton president; and Basil 
Fowler, president, Advertising Club of Washington. At right, Roger Holt, past presi- 
dent at Minneapolis and general chairman for the 1959 AFA convention, gags it up 
with Paul Greenaway, president, Advertising Club of Greater Miami; Robert P. Pope, 
Champaign-Urbana, Ill., adclub president; Lew Hunter, Wichita adclub president, and 
A. C. Larsen, who heads the Lynchburg, Va., Advertising Club. The AFA convention 


was held in Dallas. 


Monsters and a “Daisy Mae” warmed up the audience for a pitch for Keith Mathers, 


——__ 


found Eddie Lane, KTOK, billed as a home-loving type by manager George Collison, 
KTOK, with a martini and model supply. Next, Leon Srago (left), Srago Advertising, 
outgoing president, helps display “plans” (a book of blank pages) with Walt Sanders, 
Oklahoma Publishing Co., for candidate Ed Angelo (not shown), Angelo Advertising. 


WKY-TV. Left to right in the last photo are campaign winners J. Stewart Bell, Stewart 
Bell Advertising, 2nd vp; Pendleton Woods, Oklahoma Gas & Electric Co., president, 
and Mitch Williamson, Humphrey, Williamson & Gibson, 1st vp. Prisoner Woods was 
“convicted” and sent to the “chair” by the “jury.” 
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“! depend on 
Advertising Age” 


says KENNETH L. SKILLIN 
General Manager, Advertising-Sales Promotion Division 
Armour and Company 


KENNETH L. SKILLIN 


“Advertising Age is the primary 


Mr. Skillin joined the advertising department of 


communication medium in my field. l the Armour Auxiliaries Group in 1939, after gradu- 
’ : ating from the University of Chicago School of 
depend on it to keep me informed of all Business. With the exception of four years in mili- 


tary service, his entire business career has been with 


the noteworthy changes taking place 


Armour and Company. He advanced in the Armour 


in marketing. it tells me quickly and Auxiliaries crganiention and had a part in the suc- 
cessful promotion of Dial soap. From 1952 to 1954, 

completely the news and developments Mr. Skillin was advertising manager of the Auxil- 
iaries. He was then promoted to general advertising 

involving personnel, advertisers, manager of the company and general manager of 


the advertising and sales promotion division, with 


agencies, media and methods.” 


executive responsibility for advertising, merchan- 


dising, label design and consumer service. 


Painting, music and skin diving are among Mr. 


Skillin’s favored leisure-time activities. He also is 


active in the Association of National Advertisers. 


impottouil to importouit people 
200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 
4860 LEXINGTON AVENUE * NEW YORK 17, NEW YORK 
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. F. Hascall Jr., 
Tatham-Laird Exec, 
Ils Dead at 57 


Curcaco, June 10—Elton F. Has- | 
57, administrative director | 


cal ll Jr . 
of Tatham-Laird Inc. and veteran 
agency executive, 
Evanston Hospital. 
Born in Detroit, 
graduate of the 


Mr. Hascall was 
a University 
career as a trainee in the Detroit 
office of Campbell-Ewald Co. Aft- 


er working in various departments | 


agency for six years, he left 
distributor for the 
division of Servel 


of the ¢ 
to 
Hercules Body 
Inc. 

Later, he 
turer’s agent, 
and passenger 
General Motors, 
car manufacturers. 
the agency business 


become a 


became a 
selling both truck 
car equipment to 
Ford and other 
He 
by 


as an account executive. He also 
was in charge of Y&R’s new busi- 
ness operations 
New York for nearly two years. 


® After eight years with Y&R, Mr. 
Hascall moved to Henri, Hurst & 
McDonald, Chicago, as a vp. At 
Henri, Hurst, he held such posi- 
tions as exec vp, general manager, 
creative director, chairman of the 
plans board and vice-chairman of 
the board of directors. 

He left Henri, Hurst after more 
than ten years and joined Tatham- 
Laird three years ago. He was ad- 
ministrative director of the agency 
and manager on new business ac- 
tivities. He also was a member of 
Tatham-Laird’s executive commit- 
tee and the strategy planning staff. 
Mr. Hascall was a resident of sub- 
urban Kenilworth. 


ALLEN CLEATON 


New York, June 12—Allen Clea- 


ton, 54, an editor of Newsweek 
and a former advertising copy- 
writer, died yesterday at St. Clare’s 


hospital after a long illness orig- 
inally caused by Asian flu. 

Born in Richmond, Va., Mr. 
Cleaton, after attending William 
& Mary and the University of Vir- 
ginia, started his career as a re- 
porter on the Richmond News 
Leader. Later he became managing 
editor of the Richmond Times-Dis- 
patch and subsequently worked on 
the Washington Evening Star and 
the New York Journal. 

He entered the advertising bus- 
iness in 1938 as a copywriter at J. 
M. Mathes Inc. and later was on 
the advertising staff of Union 
Carbide Corp. 

In 1950, Mr. Cleaton became a 
senior editor of Collier’s, and in 
1953 he joined Newsweek as bus- 
iness editor and as a national af- 
fairs writer. 

He collaborated on several books 
and was co-author with his wife, 
the former Irene Hasbrook, of 
“Books and Battles,” an analysis 
of the literary and social life of 
the 1920s. 


HERBERT A. DADY 

New York, June 12—Herbert A. 
Dady, 48, advertising manager of 
the California State Medical Assn., 
died yesterday, apparently of a 
heart attack, in his room at the 
Commodore Hotel. A resident of 
San Francisco, Mr. Dady was in 
New York on a business trip. 


HOWARD J. LAMADE 


WILLIAMSPORT, Pa., June 10— 
Howard J. Lamade, 67, vp and sec- 
retary of Grit Publishing Co., died 
May 15 following a stroke. 

A son of Detrick Lamade, 
founder of Grit, Mr. Lamade 
started working for the publica- 
tion in 1913 after attending Penn- 
sylvania State College and the Uni- 
versity of Missouri. He was named 
business manager of Grit in 1917, 


died yesterday in | 


of | 
Michigan. He began his advertising | 


manufac- | 


reentered | 
joining | 
Young & Rubicam, where he served 


in Chicago and | 


‘BEST SINCE’ 
dramatizes its 


Sylvania Electric Products’ lighting products division 

“Best Light in Sight Since 1901” slogan with this 

1901 Oldsmobile replica. Aboard are Frank J. Healy (left) and Gar- 
lan Morse, division president and sales vp, respectively. 


board of directors in 1920 and a, 
and secretary in 1943. 

He had served as a member of | 
the mechanical committee of the! 
American Newspaper Publishers 
Assn., and also was chairman of! 
the mechanical committee of the 


Pennsylvania Newspaper Publish- 


ers Assn. 


| dropped 6.1% 


JOHN MULLEN 

LINCOLNTON, N. C., June 10— 
John Mullen, 63, editor and pub- 
lisher of Southern Textile News, 
died of a heart attack June 2. 

He organized Southern Textile 
News in 1944, its headquarters was 
then in Charlotte, N. C., but it 
moved here later. 
had published the Florida Grower 
Press, Tampa, Fla. 


chased the Lincoln County Times, 
Lincolnton, which now is published 
by his sister, Maude Mullen. 

A native of Huntersville, N. C., 
— served in the Navy in World| 

War I after attending Trinity Col-! 
lege (now Duke University), and! 
he was one of the organizers of the | 
Milow Wright Post of the Ameri- 
can Legion. + 


- 


Business Paper 
Ads Still Trail 57 
Level,'IM’ Reports 


CuHicaGco, June 11—Business 
publication advertising volume | 
is still trailing the record levels | 
set last year. 

Totals at the end of May, 1958, 
show a drop of 9.1% (19,461 
pages) from the volun reached | 
at the end of the first five months | 
of 1957. Total pages for the month} 
of May dropped 9.2% (4,084) | 
below the same month last year. 
These figures represent the com-| 
bined volume of the approxi- 
mately 350 business publications | 
reported on monthly in Indus-| 
trial Marketing. 


# As a group, industrial publi-| 
cations were hit hardest, showing | 
a May decrease of 11.8% (3,649 
pages) with a year-to-date per- 
centage dip of 11.3%, represent- 


|ing a 16,412-page loss. 


Product news publications are 
down 6.3% from the volume 
achieved in May, 1957. For the 
year to date, this group dropped | 
3.5% (503 units) from last year’s 
total of 14,311. 

Holding second place for the 
biggest loss are _ publications 
grouped under the export class- 
ification. Down in May by 1.3% | 
(88 pages) from last year’s | 
monthly figure, these publications | 


|on a year-to-date basis were off! 
secretary in 1919, a member of the|4.7% (297 pages) compared with| 


Previously he} 


| officers 


| Boulton, Vance Publishing Co., 


In 1919 he and his father pUur~ | yp; 


the May 1957 total. 
® Class publications break the 


pattern by showing a 4.3% (185-) 
page) increase for the month) 
and a 18% (329-page) climb| 


over the 18,344 pages reported 
at the end of May, 1957. 

Publications in the trade group 
(342 pages) in| 
May, but were down 8.7% (2,578 
pages) from the 1957 five-month 
total of 29,595 pages. + 


Chicago Business Publications 
Assn. Elects Allen 

Philip D. Allen, Maclean-Hunt-| 
er Publishing Co., has been elect-| 
ed president of the Chicago Busi- 
ness Publications Assn. Other 
elected are Albert W. 
Ist 
Maynard Reuter, Billboard | 
| Publishing Co., 2nd vp; Roland 
|Werth, McGraw-Hill Publishing | 
Co., 3rd vp; Charles B. Groomes, | 
| Advertising Publications Inc., 
treasurer, and John H. Reardon, | 
Publishers Circulation Service, 
secretary. 

CBPA directors are David R.| 
Watson, Watson Publications; | 
John Gilbert, Office Appliances, | 
and Wayne Harsha, Inland Print- 
er. 


Bunnelle Named President 


Robert E. Bunnelle has been! 
/named president of the Asheville | 
|Citizen-Times Publishing Co., 
| Asheville, N.C. As president he | 
| succeeds Charles Peace, who died! 
May 15 (AA, May 26). Mr. Bun- 
nelle will continue as publisher of | 
the newspaper and chief admin-| 
istrative officer. L. Roy Philips, di- | 
rector of advertising, was named 
secretary of the publishing compa- | 
ny and a member of the board. | 
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Department Store Sales... 


ment store sales in the week end- 
ing June 7 were 1% ahead of sales 
for the similar wee 
| Federal Reserve 
| today. 
|date, sales showed no change and 
for the year to date they were 2% 
behind the previous year. 


\s Of the 12 FRB districts, five 
|reported losses: Philadelphia, 2%; 
|Chicago, 4%; St. Louis, Minnea- 
|polis and San Francisco, 3% each. 
|The remaining districts showed 
gains: Boston and Cleveland, 3% 
each; New York and Kansas City, 
2% 
5%, and Atlanta, 6%. 

| Detailed breakdown of these 
| sales will be available next week. 
!Sales for the previous two weeks 
break down as follows: 


% Change from ‘57 


Week Ending 


Federal Reserve May May 
District, Area, and City u 31 | 
| UNITED STATES. ...........-0..00-0+ +3 —1 
| Boston District 0000 +3 — 
Metropolitan Areas 
Boston - —— a —4 
Downtown Boston . ee - =e —10 
Suburban Boston +18 + 9 
Came IA Re  ..ccceseesscsesssccseee +29 +9 
GT eecvtcencnenistescinnninenceccen +11 +8 
Lowell —2 — 6 
City 
Springfield . ssaiiesiciel +4 +1 
New York District : +4 0 
Metropolitan Areas 
Buffalo . idm te & —1 
New York-N.E. | 
New Jersey ......... 4+ 4 +1) 
Newark ...... —2 —3 
New York 0 —2 
(I eee r+ 6 0) 
Syracuse , “a +1 —10) 
Philadelphia District +7 0) 
Metropolitan Areas 
Wilmington ....... = —4 
Trenton . — 3) 
Lancaster .................. +8 
Philadelphia 0 
EE 
SUID cnssecsensisreenssenenen +7 
Wilkes- Barre—Hazleton 5 —3 
Cleveland District .............. 0 — 
Metropolitan Areas 
NID, ‘encctsrntnenciasscscbies + 6 —1 
Akron —4 — 4) 
Canton . —7 —10 
Cincinnati .. +1 + 
ce em +1 —_ : 
Downtown Cleveland . —10 —17 
Columbus — . —2 — 3 
Springfield ................. — 8 —10 
Youngstown — 4 —25 
Erie — 3 —4 
Pittsburgh ° —10 
Wheeling-Steubenville ... — 3 
Richmond District ................... +4 + 
Metropolitan Areas 
Washington . +5 +1 
Downtown Washington . r+ 3 —3 
Baltimore ................ . +4 + 7] 
Downtown Baltimore met ©§ +4 
a —5 
Atlanta District | ounosceceocscancee —&5 r+ 3 
Metropolitan Areas 
Birmingham ........ —12 * 
Mobile ............. —l1 + 6) 
Jacksonville .. —19 —9 
ae —16 + 3 
Downtown Miami .... —19 +1 
IE ciliptiines + 4 —2 
ET a r— 6 —2 
New Orleans ...... r— 9 +4 
i .r— 6 +1 
City 
Tampa ....... iaientinniittsGtianginiien +4 +17 


ASK TO SEE THE 


IT PROVES YOURE GETTING THE 


Test—Aluminum is non-magnetic, 
Chemical Sales in a new “magnet 


MAGNET TEST! 


LASTIMG BENEFITS OF A RUST- 
PROOF ALUMINUM MOBILE HOME 


Next tune you “wit your deeler, avk te see the apeciet " vetwe 
rater” magnet we sent te him Then Bold | ogeinst the euteude 
oF ony mobile home. Aluminum is non-magnetic. So. if the 
magnet dowia | stich. you con be sure ts eluminum henseth 
thet bright new eet of pamt— and thot you'll enjey elf the 
edrantege: ef durable beowry thet only utuentwom com bring! 


points out Kaiser Aluminum & 
test” promotion. Two-color, two- 


page ads will run during the summer with this one—also promoting 
the magnet test on “Maverick”—in the June issue of Trailer Topics. 


WASHINGTON, June 12—Depart-| 


Board reported | 
For the four weeks to that! 


each; Richmond and Dallas, | 


Sales Forge Ahead 1% in June 7 Week 


Chicago District +1 —6 
| Metropolitan Areas 
Chicago .. +1 —3 
Indianapolis —7 — 6 
Detroit Cascinadinnppnnnieis —2 —il 
Grand Rapids . +5 —ll 
Milwaukee ..... + 5 — 6 
St. Louis District r+ —1 
Metropolitan Areas 
Little Rock : +7 —4 
Louisville . +11 +1 
St. Louis ......... +15 +41 
Memphis +9 + 8 
Minneapolis District r+ 8 —1 
Metropolitan Areas 
Mpls.-St. Paul . inte ® e 
Mpls. and Suburbs .......... e bd 
St. Paul +11 —1 
Cities 
Duluth-Superior r— 1 — 3 
Kansas City District +i7 +7 
| Metropolitan Areas 
Denver —1 +7 
Topeka ... ee +12 +2 
ae + 2 + 3 
Kansas City +13 + 4 
St. Joseph —10 + 4 
Albuquerque ....... +11 +10 
| Oklahoma City .. + 5 +7 
| Tulsa +42 +22 
City 
I aie ttiteeniitinctinationiene +7 +1 
Dallas District . ct) +8 
Metropolitan Areas 
Dallas F +13 +14 
El Paso ..... + 8 —1 
| Fat Work ..........,... +14 +410 
Houston .... —15 —7 
| San Antonio eS +23 
San Francisco District andes 2 —4 
Metropolitan Areas 
Los Angeles-Long Beach + 2 —3 
Downtown Los Angeles — 7 —9 
Westside Los Angeles ... + 3 — 5 
ee —-l4 —14 
San Diego ‘ a oe | +4 
| San Francisco-Oakl: and. — 3 — 5 
San Francisco City — 3 — 6 
Oakland ........... —12 —10 
Se +7 —9 
Salt Lake City +10 —1 
Seattle .. nliicisoataaiiieaiien + 8 —7 
EE +8 —2 
Tacoma .. ; + 1 —1 
| r—Revised. *Data not available. 


West Coast Agencies Merge 
‘to Form Gage, Booth & West 

C. B. Juneau Inc., Beverly Hills, 
|and Allen & Marshall Advertising, 


Gage, Booth & West, with billings 
reported in excess of $1,000,000. 
|Ray Gage, formerly president of 
Juneau, is president of the new 
agency. Former Allen & Marshall 
3 | Principals, C. A. Booth and Her- 
| bert M. West, are exec vp and sec- 
retary-treasurer, respectively. 
Other officers are Ted Baillie, 
|vVp and account supervisor; Ed 
| Bodine, vp and industrial division 
head, both formerly of Juneau, and 


: Jack Duff, of Allen & Marshall, vp 


and head of marketing. 


‘U.S. News’ Hikes Rate Base, 
But Holds Line on Costs 
U.S. News & World Report, 


| Washington, has announced to ad- 


| vertisers and agencies that, while 


|it is boosting its advertising rate 


base, there will be no increase in 
advertising-per-1,000 costs for 
1959. 

Effective with the issue of Jan. 
2, 1959, the magazine will increase 
its rate base from 1,000,000 to 1,- 
100,000 and its b&w page rate from 
| $4,970 to $5,465, but the $4.97 cost 
|per b&w page per-1,000 will re- 
|main the same. 


Kent Heads N. Y. AANR Unit 

Jack F. Kent, Ward-Griffith Co., 
has been elected president of the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives. He succeeds Herbert R. 
Meeker Jr., Scolaro, Meeker & 
Scott. Fred W. Pitzer, Jann & 
Kelley, was elected vp; Robert 
Franklin, Ridder-Johns, was re- 
elected secretary and Howard C. 
| Story Jr., Story, Brooks & Finley, 
| was reelected treasurer. 


Marsh Joins Northam Warren 
Richard E. Marsh, formerly an 
j}account executive at Sullivan, 
Stauffer, Colwell & Bayles, has 
been appointed advertising man- 
ager of Northam Warren Corp., 
Stamford, manufacturer of Cutex, 
Odorono and Peggy Sage products, 
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« . jand chain break tv spots in key 
Camel, Lucky Strike, Kent, Winston src "wetosins’ Piiacionis 
Baltimore, Hartford, Providence, 


T B a A M ss l Fi d Boston, Cleveland, Columbus, De- 
troit, Chicago, New Orleans, Dallas, 

op ran S mong en, rue In SF Worth, St. Louis and Madison, 

’ : : Wis. 

(Continued from Page 3) Sutliff Mixture No. 79, 11.3%. Os Despite the toothpaste’s novel 

better than five to one.” | containers, 54% use pouches and appeal for youngsters, Lever has 


| 29.3% use tins. # aimed its campaign mainly at the 
® Detailed smoking habits of | adult market. J. Walter Thomp- . 
men, the report indicates, breaks | Lever Launches 14-Week son Co. is the agency. The Key to Retail Store 


down as follows: | Spot TV Drive for Stripe 
ieee Lever Bros. Co., New York, has Sandberg Joins Drive-Ins 
4 launched a 14-week spot tv drive; William R. Sandberg, formerly 


Merchandising Support 


r CORED QI ceictiscescscciscssscisasscenssee 


— -_ enone 35 (09 its pink and white Stripe director of advertising and public IN NORTHERN CALIFORNIA 
sctjelaaaes *. \:: pemmmumaamasacnatamamaaaa ~ (toothpaste in a minimum of 50) relations of T.A.B. Engineers, Chi- 

Cigerete BGO ceccsccssceesssesscceseees 9.6 (markets. Introduced in 1956 by! cago, has been named director of 

Cigarets & cigars sansa aeainiasiiindagian 6.8 (the Pepsodent division via West sales and promotion of Henry s | Get extra merchandising assistance from an organization 
COE TB aantrsscesesnisctcicicivens 47 |Coast newspapers and outdoor! Drive-ins, Chicago, self-service | “ae : 
Chee, aii iene 1 Posters, the drive on the pepper-| restaurant chain. He formerly was | of over 3000 food stores. Only $350.00 per participation. 
pene bapa i) 222 | mint stick two-color dentifrice sales vp of Tastee Freez Corp. and 
Total hn: ieee moved east last fall. Stripe will general merchandising manager of for more information, contact BONNIE HUBBARD’S KUPBOARD 


icontinue to use print media in|Schulze & Burch Co., Chicago P 
The average number of packs|addition to combined one-minute | baker. | 685 6th St., San Francisco 
of cigarets smoked per week, the — — a = aoe ee ae, a 

survey found, was 8.3. It was 
found that 15.3% of the respond- 
ents smoke under seven packs 
weekly; 49.1% smoke seven packs; 
15.1% smoke eight to ten packs; 
18.3% smoke 11 to 14 packs, and 
2.2% smoke over 14 packs. 

On place of purchase, the re- 
port shows that 60% buy cigarets 
by the carton in food stores, and 
18.8% by the pack; 19.7% buy by 
the pack in drug stores and 10.6% 
by the carton; 12.4% buy by the 
pack at tobacco stores or stands 
and 5.7% by the carton. These to- 
tals add up to more than 100% 
because some respondents men- 
tioned more than one source. 


‘“Let’s 
get 
together 


# On monthly expenditures, the 
average reported was $9.08. The 
maximum figure was $15 and over 
for a total of 11.3%; the minimum 
was under $5 for a total also of 
11.3%. 

On filter vs. non-filter, 59.6% 
reported they favored non-filter 
cigarets; 57.2% preferred filter; 
5.9% reported preference for non- 
filter tips, and 1.2% did not speci- 
fy. Again the total exceeds 100% 
because some respondents gave 
more than one preference. 

On brands, preference among 
non-filters shows this break- j 
down: Camel 29.5%; Lucky Strike I 
22.2%; Pall Mall 19.4%; Chester- bie, 
field 14.1%; Old Gold 7%; Philip @ 
Morris 7%, all other brands 0.8%. | O& 
On filter brands it is Kent 22.5%; ra 
Winston 17.6%; L&M 128%; & 
Viceroy 11.7%; Marlboro 10.3%; & 
Salem 9.4%; Parliament 3.8%; 
Kool 2.3%; Old Gold 1.9%; New- 
port 1.9%; Oasis 1.5%, all other 
brands 4.3%. 


= In the cigar field the three 
leading brands reported by the 
survey are Dutch Masters 16.2%, 
Roi-Tan 15.3% and El Producto 
11.9%. The average number of ci- | 
4 gars smoked per week is reported 
{ as 13.3. Maximum is 21 cigars or 
more, 24.8%; minimum is six to 
13 cigars, 13%. 

Chief places of purchase are to- i 
bacco stores or stands, 38.1%, and ! 
drug stores 345%. Average 
monthly expenditure for cigars 
is $5.51. On quantity purchased, 
32% buy five at a time, 29% in 


we lead where 
other quantities and 22.9% by the 


box. It is estimated that 93.5% of z wu 
i hased b ht 
oe tie Eeltnens ate bees can sell the most. 


= Among pipe smokers, 25.4% 
own less than four pipes, 23.3% 
own six to nine, and 17% own 


Put us down as the fastest moving paper in town! Now, the Cincinnati Times-Star 


four to five. The average number || has raced ahead of the Post to the number one evening position in vital Hamilton 
owned is 9.4. The favorite type is | . ° - . 

Kaywoodie 27.7%, Yello-Bole sec- County ... the important City Zone . . . the golden Tri-County Metropolitan Area 
ond 9.3% and Frank Medico third ... where strength counts the most! That’s why in Cincinnati, the newspaper with 
with 9.0%. The average price is| the greatest number of display ads is the... 

reported $4.61. Quality most liked | . 


in a pipe is coolness, dryness and 1} TIMES-STAR 
light weight, in that order. Favor- || 


| ite place of purchase is tobacco 


stores, 46.2%, with drug stores || . Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star, 
secona, 35.2%. 1 | Cincinnati, Ohio @ O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco, 
In pipe tobacco, the favorite re-| McAskill & Herman & Daley, Miami Beach. 


ported is Sir Walter Raleigh|| 
13.7%, Kentucky Club 13.1% and!) .. 


A. B. C. 9/30/57 
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Advertisers reach more 
readers for each 


dollar spent 


in |Parade| than in any 


other syndicated Sunday 
magazine-and 

about twice aS Many as 
in any major 


weekday or monthly 


The Sunday Picture Magazine 


(The wes aqeine wntey ¢ dieeneme 
| hed whee pow cae expect remniee 


magazine |Parade| --:=- 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2900 markets...with 
16 million readers every week. 
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dvertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 
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Feature Section 


Pays to Be Human: Armstrong 


C. M. Finds a ‘Masterpiece’ 


Borton on Direct Mail Follow-Up 


Advertisers’ Right to Free Speech 


Look Who's on Agencies’ Side... 


Newspaper TV Columnist Says Public Would Benefit 


from Agency Control of TV Programming 


It is generally believed that advertising people want more control over television programming, but that 
representatives of the public, definitely including newspaper television critics and columnists, are opposed 
to advertising control of programs because of their fears that program content would deteriorate. But here 
is a newspaper critic and columnist who believes that everybody, definitely including the public, would gain 
from agency control of programming! Perhaps her agency background (she was a researcher, copywriter, 
radio-tv writer-producer and account executive in several advertising agencies before becoming a news- 
paper columnist) explains some of her views. No matter—here is a refreshing and sometimes startling view 
of what makes for sound, sensible television programming that is sure to hold your interest to the very last 


rounded period. 


By Janet Kern 
TV-Radio Editor, Chicago American; 
TV Columnist, Milwaukee Sentinel; 
Columnist, International News Service 

Advertising, and advertising agencies, 
have been charged with myriad sins 
against the tv viewing public, but seldom 
with the one great sin of which they are 
most guilty—abdication of their right and 
responsibility to select, supervise, and 
determine tv programming! 

Certainly such abdication has taken 
place to such a degree that agencies today 
sometimes seem relics of a primitive age, 
just waiting uselessly for time and muta- 
tion to eliminate them from the adver- 
tising scene. 

There are those—in Washington and in 
the press—who would have us believe 
that this is all to the public good; the less 
so-called “Madison Ave.” influence ex- 
erted over tv programming the better. 


s And it may be better—for the “young 
geniuses” whose sophomoric urge for 
artistic expression found, in an equally 
adolescent and undisciplined tv, the outlet 
which such “commercial” media as 
movies, theater, publishing, etc., denied 
them. 

Perhaps it even is better, in a sense, 
for the networks, booking agencies, film 
companies, et al—who found a rich mine 
of profits (and an unlimited commutation 
ticket to Washington) in the tv program- 


ming fields which advertising surren- 
dered by default. 
It is anything but “better,” however, 


for the viewing public. This seems to me 
so elementary and obvious that only the 
mouthings of legislators; the hazardous 
rumblings of the Barrow report; the often 
incredible opinions of the FCC; the pro- 
gramming status quo—and an invitation 
from ADVERTISING AGE—convince me 
that fundamental facts may stand in need 
of review. 


Drastic Programming Change 

Ten years ago, in the “good old days” 
of radio’s peak, advertising and program- 
ming were part and parcel of the same 
business. Agencies produced over 30% of 


commercial network fare and selected and 
supervised a far larger percentage. In- 
deed, a large number of major shows 
were created by agencies and owned by 
them, or by their clients. 

Today, in the “new” days of tv’s status 
as an industry apart, only about 1%% of 
commercial network shows are agency- 
produced and a shockingly low percentage 
are really selected, or directly and au- 
thoritatively supervised, by agencies. As 
for owning shows—agencies and sponsors 
have so little financial equity in the 
programs for which they pay that, given 
a successful show, with a long life, the 
syndicated re-runs are likely to be com- 
peting, for another sponsor, while the 
series is still going strong on the network. 


® The difference, from the public’s stand- 
point, between the agency-determined 
and directed programming of the old days 
and the network, packager concocted 
programming of these new days is 
smoothly comparable to the difference 
between a privately contracted, Frank 
Lloyd Wright-designed home and a “real 
estate house” purchased from a contractor 
building mass-production houses for 
broad, general sale. The only flaw in this 
comparison is that where the “real estate 
house” is likely to be cheaper than the 
custom-built home, just the reverse is 
true in tv programming. 

But let me make the difference between 
custom programming and program mass 
production more specific ard more clear. 
In the old days, program ‘selection was 
one facet of an over-all, integrated, cohe- 
sive and comprehensive advertising cam- 
paign aimed at just one goal... to sell a 
client’s products to that segment of the 
public which constituted a logical market 
for that product. 


s The manufacturer of, say, high-priced, 
custom-made, hunting equipment found 
no pleasure in sponsoring the most highly 
rated of shows, if it was watched or heard 
primarily by low income groups and be- 
ribboned women. 

He found far more satisfaction and 
profit in a show with one-third the 


rating—all drawn from among males in 
a financial position to buy his goods. 

By the same token, no margarine man- 
ufacturer was interested in huge viewer- 
ship among men, dowagers, or residents 
of rooming houses without kitchen privi- 
leges. 


® Certainly the sponsor’s “commercial 
interests” determined the nature of the 
shows he sponsored—and as a result, he 
sponsored shows specifically tailored to 
the tastes, wants, customs and _ back- 
ground of his customers. 

There were shows which completely 
fascinated, entertained and _ benefited 
executives who buy hunting equipment 
and there were shows which did the 
same for margarine-prospect housewives. 
And the shows for each numbered in 
pretty precise ratio to their audience's 
degree of representation in the over-all 
buying public. 

The housewife was not subjected to 
insulting attempts to “uplift’’ her to the 
executive’s taste; and the executive was 
not made to feel degraded to an ephem- 
eral “common denominator” of taste and 
education. Neither was subjected to 
material offensive to the morals, mores, 
or taste which predominated in his 
particular society—and any inclination 
toward such offense was promptly spot- 
ted, via letters of complaint. 


Letters Show Difference 

Letters from the viewing public (some- 
times referred to as “the peasants,” the 
“narrow-minded imbeciles from the Bible 
Belt,” or “the great lethargic American 
by some esoteric tv’ers) provide 
a neat demonstration of the difference 
in attitude between sponsors and agencies 
as opposed to networks, packagers, etc. 

Such letters are merely vague com- 
ments from shadowy, minute fractions of 
statistics which can be, and are, shunted 
off into a special letter-answering depart- 
ment of a network—but letters from the 
customers, whose nickels, dollars and 
time payments constitute an advertiser's 
livelihood, warrant careful attention, reply 
and consideration in an agency or adver- 


masses” 


Janet Kern 


tising department. 

To offend 20 or 30 out of the 80,000,000 
Americans who watch free tv shows is 
no skin off a network’s nose. To offend 
20 or 30 of a neighborhood retailer’s 
customers is plenty of skin off a client’s 
cash register. 


® Read the form letters sent out in reply 
to viewer protests addressed to shows, 
producers, even network presidents; read 
and imagine any sales manager, adver- 
tising manager or account man making 
similar vacuous and often insulting reply 
to a customer complaint. 

Under agency program determination 
and control, the viewer has a voice in 
guiding the programming aimed specifi- 
cally at him. The viewer’s voice is heeded 
by those to whom he is not an infinitesi- 
mal fraction of a statistic but a cash-on- 
the-barrelhead customer! 

“Yipe and ye gods,” scream the young 
geniuses and the congressmen. “Are you 
suggesting that the lowest 
denominator of taste be allowed to 
influence programming, through their 
letters? You gonna let them ruin tv for 
us intellectuals?” 


common 


® Personally, I'd be inclined to do just 
that, and so would most packagers, film 
syndicators, and station managers of my 
fairly broad acquaintance. But the agen- 
cies would not! “intellectuals” 
have buying power. Every advertiser 
whose product is slanted toward the 
higher income, higher education, higher 
taste market requires programming as 
undiluted and unpolluted for his market 
as that which the margarine advertiser 
requires for his 


Because 


Tv, today, is a general medium selling 
“circulation” of an astronomical size—of 
which only a minute, hard-to-pin-down 
or define fraction is of any possible use 
or interest to any single advertiser. 

By the identical token, the shows put 
together by networks and packagers for 
“general” sale to any sponsor who shows 
a liking for a pilot are, necessarily, 
designed for the most “general” possible 
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peal and use. They strive to offer 
mething for everybody and nothing 
pecifically tailored to fully satisfy any- 
pody. 


Specifics Disappear 

The day that “ratings,” “Top Ten,” 
“cumulative ratings” and “circulation” 
figures replaced the sponsor's sales charts 
as the yardstick for program selection and 
success was a day when all segments of 
the American public lost the great benefit 
of having available free shows specifically 
tailored to their full satisfaction. 

It seems to be hardly to the advantage 
of either the viewer or the sponsor for 
millions of advertising dollars to be mis- 
spent on, say, an hour-long show which 
pleases some viewers for ten minutes, 
and others for 20 and will distress many 
for ten or 20 minutes and bore everyone 
for 30 or 40. 

But what other reaction can a “general” 
public display during a show trying to 
amuse, entertain, or interest an audience 
of avant-garde sophisticates, corn-belt 
unsophisticates, naive prudes and special 
interests, all at the same time? 

Can the same subject, or approach, or 
show, sell Cadillacs, can openers and acne 
cures? Is it not far more in the “public 
interest” to give the Cadillac audience tv 
shows all its own, and do the same for 
the can opener customers and the acne 
sufferers? 


s There may be some who will claim 
that there are tv shows designed with a 
specific audience (or even a_ specific 
sponsor) in mind. Perhaps there are a 
few such. 

But how good can they be? How much 
can any network or packager possibly 
know of the precise needs of a specific 
sponsor or the precise tastes and wants 
of his particular customers—now and 26 
weeks hence? 

Agencies devote thousands of dollars, 
thousands of man hours (by people who 
are specialists in one merchandising 
field) to research, study and concentra- 
tion on one client’s business—from man- 
ufacture to distribution to point of sale 
and even post-purchase reaction. Can 
any media salesmen or vice-presidents 

. any show business producers .. . any 
program peddlers . . . possibly know a 
fraction as much about any single spon- 
sor’s problems, prospects and customers? 


s Because there is no place where an 
advertiser’s customers are so well under- 
stood as in an advertiser’s agency, there 
is no place where programming most 
satisfying to that customer is so likely to 
be born or recognized. 

Moreover, the advertiser and his cus- 
tomers have a vital importance to an 
agency; an importance which far sur- 
passes their value to any program source. 
Every client big enough to afford tv— 
especially network tv—represents a siz- 
able chunk of an agency’s billings, but 
a relatively minute part of a network’s 
or packager’s income. Above all, it is 
the agency—and no one else—which is 
responsible for the disposition of a 
client’s advertising funds. 


The Film Problem 

“Caveat emptor” is no idle truism. If, 
in March, a fast-talking film company 
salesman talks a network executive into 
latching onto an expensive program se- 
ries, it’s a sure bet that, by July, a fast- 
talking network salesman is going to do 
his level best to unload that series onto 
an advertiser—any advertiser with suf- 
ficient credit rating—regardless of 
whether it represents a sensible appor- 
tionment of the advertiser’s budget, is 
slanted for his market, or has been sold 
in so many slivers you can’t tell the 
sponsors without a score-card. 

Finally, come October, this expensive 
white elephant will be palmed off on 
the viewing public. If the salesmen all 
talked fast enough, it will clutter the 
airwaves for a firm 52 weeks, although 


the viewers will have found something 
else to watch, or something else to do, 
long before then. 

So what if the public doesn’t like the 
show? The network has a firm contract, 
so it clutters up a precious tv channel 
with or without an audience. So what if 
the sponsor is stuck; the viewers bored? 
There are 26 shows “in the can” before 
the producers have public evidence that 
“we made an error in judgment” which 
can’t be rectified until next season. 


s It is the agency’s responsibility to see 
that a client’s money is spent wisely and 
properly and protected every week of 
the year. The agency can have no con- 
flicting prior loyalty. The program sales- 
man has a decidedly conflicting, ex- 
tremely prior responsibility to sell his 
product—the shows in which his em- 
ployers have invested vast sums of mon- 
ey (usually someone else’s). 

The agency is interested only in selling 
the client’s product by attracting and 
pleasing the client’s customers who, in 
aggregate, constitute the viewing public. 
There can be no doubt that, by the very 
nature of their businesses, agencies are 
geared to picking public-pleasing pro- 
grams to a far greater degree than net- 
works, booking agents, etc. 

There can be even less doubt that what 
constitutes good, successful program- 
ming for an advertiser and his customers 
often constitutes a low-rated stumbling 
block in the networks’ time-and-facili- 
ties-and-program selling pitch. There is 
a broad conflict of interests between the 
advertisers and the networks, and it is 
the advertisers’ interest which is most 
closely related to the public. 


s Of course, the networks feel, and quite 
rightly, that they must not be limited to 
the sale of time and facilities. Certainly 
not—especially not by law, Barrow, or 
any form of governmental intrusion. 

The networks could hardly be expected 
to underwrite their vast news depart- 
ments, public service and public affairs 
programming, etc., without the revenue 
from program sale. And the public would 
be deprived of much fine programming, 
were networks to be legislated, forced, 
or squeezed out of the program end of 
the business. 

But, to be one among many competing 
sources of programming, all subject to 
the specialized selection and supervision 
and authority of agencies representing 
different clients and catering to different 
segments of the public, is one thing. 
Holding a franchise to do the agency’s 
job of program determination and super- 
vision is quite another. 


Agencies Must Do Job 

Gradually, over the tv decade behind 
us, the notion has arisen that “agencies 
are not equipped and cannot afford to 
produce tv shows.” This myth is, of 
course, convenient to the interests of 
those who stepped into the vacuum cre- 
ated by the agencies’ slowness to jump 
on the tv bandwagon. But it is a myth. 
One might as well say that when four- 
color publication processes became prac- 
ticable, agencies were not equipped to 
produce color ads because they had, 
previously, turned out black and white. 

It is the agencies’ job to be equipped 
to provide clients with the same degree 
of responsible service and control of tv 
advertising which they have always pro- 
vided in radio and in print. The agency 
which is not equipped, and will not be- 
come equipped to cope with tv had bet- 
ter start cashing in its retirement funds. 


= To be equipped to manage a client’s 
tv advertising really is not so major an 
overhaul as those currently usurping the 
agencies’ role would like us to believe. 
There is no law which says that agencies 
must create or produce all their clients’ 
shows, or that all agencies must do 
any actual production. The networks, 
Stations, film concerns, independent 


iy AA DPR 


ART & COPY 


WRITTEN ANY BEST -SEULERS 
LATELY 7 


packagers, etc., will not complain about 
being hired to do the technical produc- 
tion chores when an agency pays them 
to do so. What they will complain about, 
now, is any suggestion of such an em- 
ploye-employer relationship between 
themselves and agencies; any idea that 
agencies should again be empowered to 
stick their noses into any phase of pro- 
gramming (outside of signing the pur- 
chase orders). 

Given their own way, as they all too 
often are, program producers. today 
would (and do) deny the agency even 
such minute “privileges” as the deter- 
mination of where in a show the com- 
mercial will be inserted and what kind 
of dialog and plot will precede and fol- 
low the commercial. 

It is traditional that no one, from gov- 
ernment on down, willingly surrenders 
any prerogative, however improperly he 
may exercise it. But this unwillingness 
on the part of present program sources 
hardly makes it “better” for the public 
to have networks, booking agents, film 
producers, et al, exercising squatters’ 
rights to fill the airwaves with general 
appeal, common denominator shows. Nor 
does it make it “better” for advertisers, 
nor for the squatters themselves. 


= Were agencies to re-assert their right 
to their proper role and authority in tv 
(and there’ll never be a more opportune 
time or season) the chances are that the 
same program producers would continue 
producing the lion’s share of tv’s shows. 
Only the nature and worth of the shows 
would change. 

You can’t beat the networks when it 
comes to technical program know-how! 
You can’t beat MCA and the Morris office 
when it comes to procuring and pre- 
senting talent. You can’t beat Holly- 
wood’s best at film production. You 
can’t beat them—you have to hire them. 

But you can beat the present squat- 
ters’ rights system of having the afore- 
mentioned suppliers cooking up their 
own program ideas, on idle, out-in-left- 
field, speculation; getting them “in the 
can,” and thi palming them off on the 
first sponsor who’ll bite and, ultimately, 
the general public (followed by syndica- 
ted re-running for another sponsor). 


= These suppliers would be just as tech- 
nically superior and just as fully and 
profitably employed in an agency-regu- 
lated tv industry. 

But they’d be employed by agencies 
to produce programs blueprinted and 
owned; or selected and bought by agen- 
cies, for a specific audience; and they’d 
be subject to the supervision and au- 
thority of agencies working solely in the 
interest of their clients and clients’ cus- 
tomers. 


The producers would be busy; the 
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shows would be better—and a lot cheap- 
er, I'll wager. After all, the agency is 
charged with spreading an advertiser’s 
budget as efficiently as possible over as 
many media and areas as possible. The 
networks are selling facilities and serv- 
ices, along with time, and they are de- 
void of any stake or interest in non-tv 
aspects of the client’s campaign. 


s These non-tv aspects are of no ac- 
count to the tv salesman. Once he talks 
a client’s product onto the show he had 
for sale, his responsibility is over. 

It’s not for him to worry whether 
there’s enough money left to employ me- 
dia to tell viewers where to buy the prod- 
uct for which tv may have whetted his 
buying appetite. It’s not his problem if, 
after futile searches for the product, 
viewers become disappointed and angry 
at the sponsor. He doesn’t care that I 
don’t care whether those paper napkins 
do cling like cloth—I’m through wasting 
gas and tires trying to find a store that 
sells them! 

Neither is it the tv salesman’s job to 
know or care whether a client belongs 
in tv at all and if so, in network, re- 
gional or local. 

To the tv salesman, all clients belong 
in tv, if they can pay their bills, and 
every client belongs in the form of tv or 
show which the salesman is selling at 
the moment. 


Plugs Old System 

Today’s system of giving the public 
whatever shows the Hollywood filmsters 
and New York networkers have rightly 
or wrongly, invested in, can’t hold an 
electronic candle, in my book, to the old 
system of building shows on the basis 
of what the client’s customers most en- 
joy. 

There are, of course, plenty of people 
to take a different view; to point out that 
“ty is a different medium” outside the 
comprehension and capabilities of the 
“Madison Ave. mentality.” 

With this view I beg to differ—no 
medium is “different” so long as its au- 
dience and its finances come from the 
same old sources! 


Personally, given a choice between 
knocking all agency and radio de- 
rived programmers out of tv, or 
doing the same with all movie, night- 
club, and theater-derived program- 
mers, I'd get rid of the latter any day. 
There are those, too, who’ll chuckle 
that I’m “living in the past,” unaware 
that “things have changed” since I was 
in advertising. With this view I heartily 
agree ... things have changed drastical- 
ly! If there be any who doubt the 
change, let them try one simple test. 


s Sit down and list your favorite, most 
regularly viewed, tv shows and, without 
consulting files or trade papers, list the 
sponsors of each show. Then, try to list 
all the shows you recall enjoying in ra- 
dio, 10 years or so ago, and try to list 
their sponsors. 

I’ve taken this test. I know who spon- 
sors the Chevy Show and Jack Benny 
and “High Adventure.” I remembered 
Lawrence Welk’s sponsors and what the 
Fisher-Gobel Show sells (which may or 
may not have any connection with the 
fact that I smoke that brand and am 
personally fond of General Sarnoff). 

Who sponsors Tic Tac Dough, which I 
never miss? Or Perry Como, a weekly 
favorite? Do me a favor—don’t ask! In 
my job, such ignorance is embarrassing. 

On the other, older, hand, I know that 
the “Happiness Boys” sold Interwoven 
Sox; Prudential Insurance sponsored the 
Famfly Hour; Mars Inc. paid for “Dr. 
I. Q.” Sal Hepatica did the same for 
Fred Allen, as did Ovaltine for Orphan 
Annie, Jell-O for Jack Benny and Kraft 
for Bing Crosby—and RCA provided 
*“Music You Want.” 

What’s more I can, if politely re- 
quested, recite the slogans of almost ev- 
ery one of those sponsors, But all tv has 
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How serious for American manufacturers? 


The Foreign Invasion of the U. $. Car Market 


The small car is out of the novelty class. It’s now 
labeled Competition! 


In 1957, the U.S. market accounted for 206,827 
foreign car sales—an increase of over 100% from 
1956. Market penetration increased from 1.65% to 
3.46% in this same period—an increase which would 
elate even a “Big-3’’ manufacturer. 


What's the answer to this “invasion?” Stripped- 
down, low-cost standard models? American-made 
small cars? “Ready-made” imports marketed by U. S. 
manufacturers? 


The answers don’t come easily. It requires plenty 
of study to determine whether it’s really an invasion 
or just a harmless skirmish. That’s why American 
auto manufacturers must give close scrutiny to the 
inroads made by the foreign car. That’s why every 
news item, every statistic about the subject can be 
vitally important. 


And that’s why every issue of AUTOMOTIVE 
NEWS is read and re-read by top planners and 
decision-makers of the industry. Because when they 
want authoritative facts and figures or just the “gen- 
eral feeling” in the industry on foreign cats or any 


other automotive subject, they know they'll find it 
in AUTOMOTIVE NEWS. 


No wonder it’s “must” reading for key auto execu- 
tives as well as almost every car and truck dealer. 
For 32 years it’s been the weekly Newspaper of the 
Industry, delivering the news while it is news to 
150,000* readers. 


Find out for yourself how AUTOMOTIVE NEWS 
tells your sales story to the men you'd like to talk 
to personally. Discover hows AUTOMOTIVE NEWS 
has helped raise the sales sights of other auto prod- 


The most influential publication in the automotive industry. 


* * 
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The Newspaper of # 


744000 New Cars Now ©. 679,900 in "SG! see 


Stocks Dip but Top Year Ago _ 


ucts makers—and can do the same for you. Call your 

AUTOMOTIVE NEWS Representative today. 

*44,000 paid subscribers, 85% of whom annually renew their 

subscriptions at the regular $8 rate. They're offered no pre- 

miums, cut-rates or special inducements. 

NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 

CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 

DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 y 

LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
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ht me is to look for the Swept-Wing 
ige and that Lowell Thomas always 
Delco batteries. 


s More important to my point and pur- 
pose, those radio shows were all a long 
time ago. But they drew me regularly, 
magnetically and unforgettably (I’ve yet 
to anticipate a tv spec with the “spe- 
cial” excitement with which I awaited 
and still remember Elgin’s “holiday” 
shows on radio). 

Tv is here and now and mighty expen- 
sive. What’s more, I’m paid to watch it. 
Yet I find precious few programs which 
I can enjoy more than 50% of their time 
on the air. 

This is rather a shocking state of af- 
fairs which, to me, provides strong sup- 
port for the claim that “things have 
changed” since 1948. And how they've 
changed! 


No SIC Figures Here 

The Sponsor Identification Column is 
gone from the rating reports. Why not? 
Who can identify the rotating, alternat- 
ing, circulating, seasonal, and other spon- 
sors pouring the major portion of their 
budgets into multimillion dollar tv cam- 
whether the 


paigns? And who cares 
viewer knows who's. sponsoring the 
show? 


Gone, too, are the carefully planned 
tie-in newspaper, magazine, point of 
purchase, broadcasting campaigns which 
used to move products in the days when 
a dollar wasn’t so easy to come by or 
part with. Of course they’re gone. Who 
can afford them after the tv boys get 
through spouting hypnotic “circulation” 
figures to sell kid-appeal shows to spark- 
plug manufacturers? 


= Under the “new” school of advertising 
thought, apparently everybody under the 
sun is a customer for everything on tv. 
And so eager is everyone for every- 
thing that every customer will run to the 
yellow pages to look up the nearest deal- 
er, once he is told by tv that a product 
exists and he wants it. 
What happens if the 
listed, under the star’s 


product isn’t 
name, in the 


phone book, I can’t imagine . . . unless 
we all jump into our Delco-powered, 
Swept-Wing Dodges and go driving 


around looking for a store in which to 
spend our money. 

I’m willing—even happy—to give all 
due credit and admiration to those who 
have molded, and profit from, this new 
system of selling and merchandising. But 
I don’t think it works as well, for client 
or customer, as the old system. 


s There’s something wrong, to me, in 
copywriters serving as glorified mes- 
sengers to cart research reports to War- 
ner Bros., Sarra, et al—maybe getting to 
sit quietly by to watch “commercials” 
grow therefrom, like so many 60-second 
Ben Hurs produced by Max Liebman. 
There’s something frightening in the 
thought of media men waiting for the 
networks to decide what time period 
they'll deign to sell a client, on a firm 
52-week contract—until further notice 
from the network. 

Maybe it was a primitive, dead, radio 
age in which media reps and actors’ 
agents didn’t dare approach a client di- 
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rect, and agencies recommended media 
and means instead of media employes 
advising clients on which agencies to 
hire. But primitive or not, there’s some- 
thing incredible in the emergence of the 
“new” account man who smilingly serves 
as social secretary to introduce network 
salesmen and the MCA-William Morris 
boys to the client! 


s It’s hard for me to get the spirit of 
this new advertising era in which a big 
agency can get its clients pitched at by 
a network vice-president; an important 
agency is privileged to introduce the 
client to executive vice-presidents; and 
the really big boys can practically bar 
the client’s door to everyone but Jordan 
or Werblin—depending on who's on first 
this season. 

This “new” advertising era disturbs my 
huckstering soul and more than disturbs 
my viewing pleasure. For, as a viewer, 
I don’t like a program schedule which 
demands that I sit through 40 minutes 
of stuff I don’t like to see 20 minutes 
tailored to my taste. I don’t like to have 
shows I enjoy saddled with guests I 
loathe, because their agent is on first 
this season. 

It annoys me mightily to have my ap- 
petite whetted for a product sold in 
some mysterious shop beyond my 
knowledge, because the sponsor hasn’t 
enough money left to buy a newspaper 
ad telling me the price and dealer in my 
locale. 


® The old days looked better to me, from 
every point of view. And, I’m convinced 
that the day when advertising again takes 
over programming, when sales chart fig- 
ures supplant rating chart figures, when 
I have shows tailored exclusively to my 
taste, my intellectual pals have shows 
for their exclusive pleasure, etc. ... will 
be a great day. 

That will be a day which will bring a 
pause, if not an end, to the specious net- 
work monopoly investigations with their 
concomitant legislative snooping, the 
loaded-and-cocked Barrow reports, and 
other Washington strangulation of free, 
interconnected communication and ad- 
vertising. 

It will put budget allocation back on a 
sane, sound, sensible basis of over-all, 
comprehensive, cohesive selling cam- 
paigns instead of tv-drunk binges of 
pointless extravagance. 

Above all, it will give each segment of 
the public shows it will consider good, 
thereby making all tv better for the 
whole public. 


® And, finally, it might bring back the 
days when nobody thought of asking by 
what right agencies collected 15% and 
everybody wondered how on earth Her- 
shey managed to stay in business with- 
out us. You think that wouldn’t be better 
than these new days, when people are 
seriously asking why agencies should get 
commission (“After all, the packagers do 
all the work’) and the only wonder 
seems to be how many agencies could 
stay in business without Jordan, Kintner, 
Werblin and the Brothers Warner? 

Better we should start wondering how 
the tv’ers could stay in business without 
the client and his customer—the guy 
who's going to watch the show. + 


Payroll Envelope Inserts Revive 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Although there is said to be nothing 
certain in the toy industry, old hands in 
the business contend that the tastes of 


children as a group change completely 
every seven years. (Parents will probably 
protest that they change every seven 
days.) 

Work-bitten communications personnel 
frequently note that theirs is also a cycli- 
cal craft. Although themes like safety 
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The Creative Man’‘s Corner... 


teresting. 


This is not the first time this column will have called attention to the re- 
markable effect a really new product has on the person who writes the ad- 
vertising about it. For some reason, the copy gets a little more human, a 
lot less bombastic, considerably more honest and a whale of a sight more in- 


This ad for the new Kodak Cavalcade projector that changes slides by it- 
self, for instance, is a masterpiece of simple, unadorned, easy-to-understand 
presentation. No thought of competition. No use of subtle innuendo. No search 
for words that go both ways on a two-way street of communication. Just 
simple, direct and forthright exposition. 

It’s a truism, of course, that advertising should grow out of the product. 
And it follows, therefore, that the better the product, the better the adver- 
tising. (That widely-quoted Rolls-Royce ad is a brilliant example—why 
gild the lily?) But if a writer develops a sufficient degree of interest in a 
product, regardless of its age, shouldn’t he be able to write of it simply, 
interestingly and honestly? There are few products that are worthless, but 
there is a tremendous amount of advertising so obviously fabricated in its 
presentation that it actually excites suspicion about the products it hopes to 
sell and provides a market for magazines like Consumers’ Digest. 

How unfortunate that a genuine conspiracy does not exist among advertis- 
‘ ers and their agencies, that both do not work constantly together to produce 
a happy combination of product and advertising that causes you and me to 
exclaim, “This is wonderful! This I must have!” = 
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must be incessantly drilled into the con- 
sciousness of employes, authors of safety 
messages are forever seeking new wrap- 
pings for the package. You can’t play 
quality to the same accompaniment day in 
and day out. Even the communications 
media themselves rise and fall with the 
popular tide. 


s For the past several years, the simple 
device known as the payroll envelope in- 
sert has been immobile. Critics contended 
that the insert, with its inspirational mes- 
sage, was usually brushed hastily to the 
floor as the wage-earner snatched for the 
check. If the message conveyed anything, 
no one took the trouble to find out what 
it was. 

Perhaps people now have more time, or 
more curiosity. In any event, the payroll 
envelope insert appears to be returning as 
a device of quick communication. It has 
apparently received its principal impetus 
from Robert M. Snibbe, a communications 
specialist who heads Employe Relations 
Inc. in New York City, an organization 
whose principal commodity is literature 
for employe reading racks. 

Some months ago Snibbe decided to tell 
a before-and-after story in cartoon and 
caption form, so that employes could 
judge for themselves how tough things 
used to be as compared with the present. 


} 


Snibbe, an adroit artisan in the field of 
the soft sell, thinks that employes have no 
basic resistance to free enterprise talk, 
but that it must be made palatable for 
them. His cartoons, tucked in with the pay 
check, look as though they might be ef- 
fective persuaders. 


# By way of documentation, Snibbe 
points to some significant Opinion Re- 
search Corp. findings concerning reading 
rack literature, unearthed in a canvass of 
employe opinion. The report, published 
recently in the American Management 
Assn.’s “Personnel,” indicates that em- 
ployes like to read precisely what man- 
agement wants them to read. There is an 
obvious affection for booklets on fishing 
and hunting, gardening and house repair, 
but the meat-and-potatoes themes of free 
enterprise are not scorned. 


= Employe attitude surveys frequently 
turn up this surprising but encouraging 
information: Employes have a substantial 
curiosity about the facts and figures of 
business activity which management de- 
nies them because it thinks employes 
aren’t interested. If more managements 
realized it, they might do more about it. 
More employes might be happier, and 
more officials might sleep better at 
night. = 
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Theres nothing so p 


Once you start feeding practical ideas to men and women who are 
already eager for advice and information about how to have a better 
home and a richer family life, there’s just no limit to what can happen! 
And that’s the story of Better Homes & Gardens and why it grows. 

BH&G makes the reality of everyday living so exciting, makes 
dreams of better living so obtainable that the millions of families who 
read and re-read this famous idea magazine every month really “‘live 
by the book”. And “the book” is BH&G. Living—in the Better 


ot America reads p H (5 the family 


Many a family’s vacation begins in the pages of BH&G! 


owertul as an idea ! 


Homes & Gardens sense of the word—covers a wide range of family 
interests. All the way from ‘‘What shall we have for dinner tonight?” 
to “‘Where sha!l we go on our next vacation?”’. 

The sales climate Better Homes & Gardens creates for advertisers 
is unique among all of the major media. Because millions of BH&G 
readers bent on putting ideas into action are in the mood to buy! 
Meredith of Des Moines... America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


idea magazine 


4,500,000 COPIES MONTHLY 
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from an Art Director's Viewpoint... 


It Pays to Be Human 


Wonderful Dial Soap! ‘ 
Dial does so much more! OF course, Dial cleans your 
skin. Your face. Your hands. And cleans them far better, But mild 


Din] Soap also destroys becteria that make perspiration offensive 
Keeps you fresh hour after hour after hour 


Wonderful Dial! 


By Andy Armstrong 
Dial’s new series shatters the boredom 
that threatened, in the last few months, 
to strangle the “big head” idea. 
At one swoop it erases two questions 
put up in this column a few weeks back. 


Question No. 1—when 
you dolly in on the 
American face, must 


its owner always be 
stuffing it with good- 
ies? Question No. 2— 
why do girl models go 
flat at close range? 


® Dial’s girl rises, 
willy-nilly, to new 
heights of freshness— 
because she cannot eat, drink or smoke 
the product. Instead of taking in, she 
must give out, using her mouth for happy 
screams, for shower bath arias, or for 


Andy Armstrong 


saying yoo-hoo. 

Her squint and grin answer the second 
question. She is miles and miles from the 
flatness of the cigaret-ad girls and the 
beer-ad girls, who pose as if any facial 
expression on one job will crack the pan- 
cake makeup for the next job. 


8 Dial’s girl is not thinking of the next 
job. She is throwing herself into this one. 
Soap all over. Shiny skin. Stringy wet 
hair. Acres of teeth. Yelps, shouts, snorts 
and giggles. Makes you want to reach for 
a towel. Proves the roaring vitality of a 
human face needs no eye-patches, scars, 
whiskers or funny hats to bring a reader 
to point like an ol’ coon dog. 


s We leave her reluctantly, to wander 
off among the “big heads” on other pages. 
They look even deader, now that we have 
seen Dial. = 


Looking at Radio and Television ... 


What Price Protection? 


By the Eye and Ear Man 

Tempers are being lost over a subject 
which supposedly was pretty much put to 
bed some years ago—namely, product 
protection on television. Because this 
selling season is considerably slower than 
last year, networks are being forced to 
take a more tolerant attitude toward 
these complaints. 

The official attitude is generally that 
the network does not guarantee product 
protection, but will endeavor to effect a 
separation (between competing products) 
of 15 minutes. On daytime shows an ad- 
vertiser with multiple products generally 
gets star protection: the star will not 
plug a competing product on another day 
or in any other nighttime show. 

Because of the growing trend toward 
sharing programs and the growing diver- 
sification of products on the part of 
the manufacturers, this policy has been 
fluid. Since most advertisers are general- 
ly hurt by a too strict interpretation 
when they want to get a hot time and 
program availability adjacent to a com- 
petitor, they usually hesitate to lower the 
boom on somebody else. Not so, this year! 


= By a strange coincidence a leading cig- 
aret company found it was about to be 


followed on “minor” commercial weeks 
by an arch competitor on two shows on 
the same network. The incensed adver- 
tiser reportedly threatened to pull all of 
his shows off the network and take his 
spots off its owned stations regardless of 
the consequences to him. Because of the 
softness of the market, any other network 
would have made him a good offer for all 
of his business. 

The network allegedly was finally 
forced to make important program chang- 
es and contributions to assuage the “in- 
jured feelings” of one of their major 
advertisers. The importance to the indus- 
try is: what will this do to other adver- 
tisers? 

The answer lies in the changing nature 
of the television business. If an adver- 
tiser has minute participations in net- 
work nighttime programs, he can expect 
little protection besides the 15-minute 
protection. Also, he will be limited in his 
restrictions to the actual brand being ad- 
vertised in the minute he bought. 

The alternate-week advertiser can get 
a limited list of three or so products 
protected in a 15-minute separation 
agreement. In this case, precedents have 
been established in the highly competi- 
tive soap business where arch rivals fol- 


low each other on alternate weeks with 
cross-plugs rubbing up against major 
sponsorship. Often this conflict can be 
worked out by using non-competitive or 
mildly competing products on the cross- 
plug day. 


s The real problem lies in the protection 
sought by an every-week advertiser or 
an advertiser with a single product who 
cross-plugs on alternate weeks. Automo- 
biles, beer, cigarets and soft drinks are 
generally the sole advertisers in this 
dwindling group. These people argue, 
with great logic, that they devote an en- 
tire program to a single sale and they do 
not want it depreciated by a competitor 
following them in less than a half-hour 
interval. 

It looks as though the network will 
agree with this reasoning and that the 
special rules of protection may become 
applicable to this group. Since there are 
so few of them the protection will be 
negligible. But even with this concession, 
is it worth while? Is everyone living in 
the past, with rules that were set by ra- 
dio? 

Television selling is much more intense 
than radio. The impression made is 
stronger and the effect more lasting. The 
last guy in does not necessarily make the 
sale. In radio it might act as an eraser to 
have had a product sold hard even an 
hour after the first product was on. In 
television the power of an idea might 
remain long after the night was over. 
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There is still another paramount con- 
sideration: the last commercial may be 
the 20-second spot that connects the pro- 
grams. This is virtually unpoliceable be- 
cause of the many stations involved and 
the tendency to triple spot illegally. So 
even if the network conflict is worked 
out, the protection may be fictitious in 
practice to the guy watching at home. 

The shortage of prime time and pro- 
gram availabilities also limits the desir- 
ability of product protection. There are 
good opportunities that come up from 
time to time and an advertiser should 
not block himself out of consideration for 
these advertising opportunities by insist- 
ing on a rule that may be obsolete. 

Add to this the fact that the audience 
for two different programs is never the 
same. Depending on the time, the type 
of program and the network, the degree 
of duplication between adjacent programs 
may be slight. This fact can be re- 
searched, and should be, before the battle 
gets too bloody. Very often bitter fights 
on principle take place without adequate 
evidence of the facts governing the prin- 
ciples. 


s In the last court, however, one thing 
is true. Products sell opposite each other 
in stores on shelves and in ads in maga- 
zines and in newspapers. The guy who 
wins is the guy with the best product, 
the best price, or the best sales pitch— 
regardless of where it is presented. How 
come, if this is true, there have to be 
special rules for television? + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Now that house-cleaning time is here— 
or around the corner—ad people will be- 
gin to think in terms of house-cleaning. 

Whether the terms are appropriate to 
ads or not, they’ll get their ideas into ads. 

What does a woman sweep out of her 
house? 

Is it much of a jump for her to assume 
that what a store wants to sweep out must 


clean- 
sweep 


begins thursday, 10 a.m. sharp! a great once-a-year savings event . . . 
triangle’s spectacular year-end bargain parade of furniture! 


FURNITURE CLEARANCE 


10% to 50% an 


also be undesirable? 

The advertiser answers, “Oh, come 
now. You know she knows there’s a dif- 
ference.” 

And of course she does. But why sug- 
gest, even at all, cleaning the store of its 
accumulated dirt and worthless stuff— 
when the proper consumer terms to think 
in are those of improvements for the 
home: new beauty, new appeal, new 


things to be proud of, new things to 
glorify and renovate and enhance the 
home? + 
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Why Milwaukee is one of your 


RST TEN MARKETS 


Milwaukee is the nation’s 11th city in population, and 15th among metropolitan 
areas. But in only seven cities can you reach more families with ONE news- 
paper. And only four of these top Milwaukee in family buying power. 


Median Income per Family (U. S. Census) 

% of Families With Income Over $4,000 

% of Families With Incomes Over $7,000 

Median Value of Single Dwelling Units - 

Median Monthly Rental 

Retail Store Sales per Family 

Food Store Sales per Family _. 

Automotive Sales per Family - 

Gasoline Service Station Sales per Family __ _ 5th 
General Mdse. Store Sales per Family___ _ _ _ _ 6th 
Eating-Drinking Place Sales per Family _3rd 


Sources: U. S. Census, Sales Management 
Survey, SRDS Consumer Markets 


FURTHER EVIDENCE of the buying-power and responsiveness of Milwaukee 
families is the fact that THE JOURNAL has published more advertising over 
the last 10 years than any other newspaper in the nation. And it offers 90% 
home coverage—highest of any newspaper in markets of more than a million! 


THE MILWAUKEE JOURNAL 


National Representatives—O’MAkA & ORMSBEEF, INC. 
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Mail Order and Direct Mail Advertising ... 


How Often and How Long? 
—Your Follow-Up 


By Elon G. Borton 


To one of the coupon inquiries I sent in 
reply to a mail order advertisement in 
January (five months ago) I have already 
had nine follow-up letters, each giving 
considerable information and asking for 
my order. Another mail 
order advertiser I know 
follows up advertising 
inquiries for four years 
—at first frequently 
and then two or three 
times annually—and at 
the end of that period, 
through a letter, turns 
about 30% of them in- 
to live prospects and 
starts his follow-up 
procedure over again. This second com- 
pany also has salesmen follow up the 
inquiries while the first company has no 
sales force. 

These two cases concern advertising 
inquiries on products that sell for around 
$100 or more. They are thus somewhat 
unusual in character. But the same pro- 
cedure is used by hundreds of direct mail 
or mail order advertisers with items of 
varying cost and buyer usage. For in- 
stance, it is common practice for maga- 
zine publishers (where the item cost is 
not large) to use a series of mailings— 


Elon G. Borton 


On the Merchandising Front... 


often six or more—to get a subscription 
renewal. 


s The experienced man knows that in a 
continued follow-up is usually the suc- 
cess of the use of the mails both in mail- 
ing to lists and to inquirers. As Edward 
N. Mayer Jr. says in his book, “How to 
make more money with your direct mail,” 
“We do not know but it’s probably true 
that you can’t mail too often to the same 
list.” 

I knew an insurance company that 
mailed exactly the same mailing once a 
week for a year to a list of suspected 
prospects. And each time it sent that 
mailing to that list it received enough 
replies to make the mailing profitable. 
Sounds crazy, doesn’t it? 

In his fine book, “Cordially Yours,” Jack 
Carr, famous letter expert, writes, “If the 
average, reputable merchant or manu- 
facturer will compile a mailing list of one 
thousand actual potential prospects for 
his product or service and mail a letter 
to them about his product every month, 
by the end of the first year 140 of them 
will respond. And about an equal num- 
ber for each succeeding year until by the 
end of five years, 70% of the list will 
have made inquiry, come into the store, 


os 


or actually become customers.” + 


What Salesmen Don't Know About 
Department Store Branches 


By E. B. Weiss 


Tradition—and traditional thinking— 
die hard. Example: The continuing ten- 
dency to omit department stores from any 
and all calculations involving chain stores. 
Yet our major department stores are, to- 
day, chain stores by 
any definition. (And 
so far as inventory is 
concerned the variety 
chains are now depart- 
ment stores and the 
food and drug chains 
are heading in the same 
direction.) Department 
stores are even now 
quite rapidly embrac- 
ing typical chain-store 
organizational blueprints. 

Yet it isn’t really a news item of major 
importance that manufacturers should— 
as they do—still consider the department 
store an “independent” single-unit outlet 
as differentiated from the “chain” outlet. 
This isn’t too noteworthy because de- 
partment stores, themselves, still tend to 
see, when they look at themselves in a 
mirror, the reflection of an “independ- 
ent.” 

But what is important, both to depart- 
ment stores themselves as well as to their 
resources, is for both to develop programs 
that are based on recognition of the 
mounting evidence that the downtown 
branch of department stores is less and 
less the top banana in the department 
store chain. This in no way depreciates 
the great importance of the downtown 
store unit, either for the present or for 
the future. While its era of dynamic 


E. B. Weiss 


growth is unquestionably gone (with few 
exceptions), the downtown unit will con- 
tinue to expand and will continue to 
nourish the branch units in a variety of 
vitally important ways. 


However, it is a fact that for several 
years a few department stores have been 
deriving a larger part of their total vol- 
ume from their branches or from their 
affiliated units—or both—than from the 
main store. And it is an even more vital 
fact that, in a growing number of depart- 
ments and sections, the branches and af- 
filiated store units are producing, collec- 
tively, a larger volume than these same 
departments and sections downtown. In- 
deed, in some instances, a single branch 
unit is showing a larger volume in a few 
departments or section than Big Brother 
downtown. What is more, this trend to- 
ward the achievement of larger total fig- 
ures in certain departments and sections 
in the branches is really just beginning; 
from here in out it will accelerate. 

For example, one department store re- 
ports that, although its branches turn in 
only 12% of the “chain’s” total volume, 
its children’s wear business in _ its 
branches has just hit approximately 50% 
of total “chain’’ volume. Similar figures 
would apply with respect to the infants’ 
wear volume of a number of department 
stores, and also with respect to such 
broad categories as garden supplies and 
equipment, sports apparel and equipment, 
toys, etc. 

It is entirely probable that, among 
those department stores having branches, 
from 10 to 30% of the departments and 
sections achieve a larger volume in the 
branches than in the downtown unit. 
And, of course, there are a few depart- 
ment stores in which a larger volume is 
done in several categories in just one 
branch unit than in the main downtown 
unit. (Moreover, as department store 
branches become larger this will happen 
with greater frequency.) 


s From the viewpoint of the manufactur- 
er selling to department stores, this de- 


velopment—in which the tail wags the 


dog in more and more department store 
merchandise classifications—is of more 
than theoretical interest. It suggests, 
among other things, that keying all mer- 
chandising-selling-promotional thinking 
to the downtown unit (and this is cer- 
tainly a habit that persists) may be out- 
dated. It suggests that perhaps local me- 
dia selection, store fixturing, salesmen’s 
calls, types of promotions, price lining, 
maybe even packaging should be influ- 
enced more by circumstances in the 
branches than by what “downtown” 
wants. 

Take the matter of salesmen’s calls. 
Comparatively few salesmen even visit 
department store branch units just for a 
“look-see.” Fewer contact the manager 
of the branch or sundry other individuals 
at the branch who may influence pur- 
chases. Generally speaking, manufactur- 
ers’ salesmen and department store 
branch units are comparative strangers. 


G. D. Crain Jr. Says... 


Advertising Age, June 16, 1958 


Mighty few salesmen, for example, are 
even dimly aware of the total volume 
being done in their lines by department 
store branches in the salesman’s terri- 
tory, or how best to do a selling job at the 
branch units, particularly when the 
buying is done by the downtown buyer. 


= It is high time that more manufac- 
turers in their sales departments become 
aware of the growth of a new type of 
chain—the department store; become 
more aware of the particular require- 
ments of the various store units of this 
new type of chain, and learn how best 
to undertake the personal selling function 
(as well as the merchandising and pro- 
motional functions) involved in the ac- 
tivities of these diverse store units. If 
manufacturers were to pay 50% of the 
attention to the branch units that they do 
to the main store they might not do 50% 
more volume-—but volume would, very 
likely, show an upturn in the branches. = 


Advertisers Have a Right 
to Free Speech 


Current efforts to use the Internal Rev- 
enue Service as a device to prevent the 
exercise of free speech through advertis- 
ing seem to be a throw-back to pre- 
revolutionary days. Most people have as- 
sumed that the winning of independence 
and the adoption of the U. S. Constitution 
and Bill of Rights firmly established the 
rights of free speech and a free press. 

Congress enacted a law which forbids 
corporations to lobby for or against legis- 
lation, and the Internal Revenue Service 
now holds that advertising which ex- 
presses a point of view relating to na- 
tional policy, even without reference to a 
pending bill, is lobbying, and that the 
expenditure is therefore not deductible as 
a business expense. That means that any 
such advertising, according to IRS, must 
be paid for out of net profits (after 
taxes). 


s This seems to be a highly technical at- 
tack on the rights of citizens to express 
their opinions regarding matters of pub- 
lic interest. No one would say that a busi- 
ness man couldn’t make a speech on the 
subject at his local Rotary Club luncheon, 
write a letter to the editor of his news- 
paper, or present his point of view at a 
convention of his trade association. It is 
only when he multiplies his contacts 
through the circulation of his opinions by 
advertising signed by his company that an 
effort is made to apply the government 
gag. 

One of the arguments used against cor- 
poration advertising in the field of policy 
is that the management of the company 
may be using stockholders’ money for 
purposes of which some individual share- 
holders might not approve. But in these 
days of public ownership of most large 
companies—such as the electric utilities, 
which have been among the primary ob- 
jects of attack—-management does not 
control the ownership, and stockholders 
who do not like what management does 
can exercise their rights and vote them 
out of office. Therefore it is very much 
to be doubted that any management would 
use corporate funds for advertising to 
promote objectives inconsistent with the 
best interests of the majority of the 
stockholders. 

Incidentally, while it is conceded that 
labor unions use their immense financial 
resources to influence public policy, di- 
rectly and indirectly, no effort has been 
made to discourage this procedure on the 
ground that many union members may 
not agree with the political leanings of 


the organization leadership. 

Even granting that direct lobbying 
against specific legislation by corporation 
advertising might be questioned from the 
standpoint of public policy, why should 
the interests of stockholders not be pro- 
tected by proper presentation of informa- 
tion relating to industry conditions which 
work unfairly against certain segments of 
the American economy? 


® There are many national policies which 
are highly debatable. The railroads, for 
instance, have been hamstrung to the 
point where their financial stability is en- 
dangered by a multiplicity of ironclad 
regulations of the Interstate Commerce 
Commission and the state railroad com- 
missions. Should the railroads, as indi- 
vidual corporations and as an industry, 
be denied the opportunity to use adver- 
tising to present their case to the public 
and thus build opinion supporting changes 
in transportation policies? 

The question of tariffs is a highly com- 
plex, difficult problem, from the stand- 
point of encouraging international trade 
and at the same time avoiding large-scale 
unemployment at home. Should the bi- 
cycle manufacturers, the chinaware in- 
dustry, the watch makers, the tuna pack- 
ers or any one of many other industries 
hurt by increased imports be deprived of 
the right to use advertising to explain just 
how the tariff situation works and what 
they think should be the correct policy as 
far as their particular industries are con- 
cerned? 


# Almost any Washington windbag can 
get on a tv panel and expound his ideas 
on national policy. Few business men are 
asked to give their views, even though 
their companies, their stockholders, their 
communities and their employes are all 
vitally concerned with the trend of na- 
tional policy as reflected in legislation. 
Advertising is their best means of com- 
municating their ideas to the public, and 
there is no good reason why they should 
be denied this right, through penalties 
imposed by the Internal Revenue Service. 
This is a great field for the legitimate 
use of advertising. These are days of 
change and difficulty for many Ameri- 
cans, whose property, employment and 
future prosperity are at stake. Their con- 
stitutional right of free speech is being in- 
fringed by the rulings of the income tax 
administrators, and all business and all 
advertising should fight to keep their 
channels of communication open. # 
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Salesense in Advertising... 


Pre-Emption Is Ethical 


By James D. Woolf 

Several correspondents have written me 
questioning the probity of a product seek- 
ing to pre-empt a virtue common to all or 
most products in its competitive category. 

“Is it fair,” they ask, “for an advertiser 
to make a big noise 
about a product selling 
point that is possessed 
by competitive prod- 
ucts of equal merit? 
Through the strategy 
of pre-emption is he 
not likely to create the 
false impression that 
his brand, to the ex- 
clusion of others, can 
alone lay claim to this 
particular virtue?” 

Let us consider the hypothetical case 
of a food specialty that is fortified with 
20,000 units of Vitamin A, a growth vita- 
min that is important to the develop- 
ment of strong bodies, good eyes, good 
teeth. Competitive products are similarly 
fortified, but no maker has ever pro- 
moted this product virtue in his adver- 
tising. 


James D. Woolf 


® Our hypothetical manufacturer and his 
agency now decide that here is a story 
that ought to be of great interest to par- 
ents. They proceed to produce a big cam- 
paign of advertising that plays up with 
strong dramatic emphasis the fact that 
his brand is fortified with 20,000 units 
of the precious vitamin. Although his 
copy makes absolutely no reference to 
competitive products, it is a fair assump- 
tion that readers may assume this virtue 
is exclusive to this one brand. 

I see nothing morally offensive in this 
procedure. His competitors had the same 
opportunity as he to make first use of 
this vitamin story, but they chose to 
ignore it. I see no reason why this par- 


te 


ticular advertiser should refrain from 
featuring it. 


® Today nearly all reputable competitive 
products of equal price are about on a 
par. Only rarely is the copy man as- 
signed to a product that possesses an ex- 
clusive virtue of first-rate importance. 
Commenting on this, Claude Hopkins 
once wrote: 

“The article is not unique. It embodies 
no great advantages. Perhaps countless 
people can make similar products. But 
tell the pains you take to excel. Tell fac- 
tors and features which others deem too 
commonplace to claim. Your product will 
come to typify these excellences. If oth- 
ers Claim them afterwards, it will only 
serve to advertise you. There are few 
advertised products which cannot be im- 
itated. Few who dominate a field have 
any exclusive advantages. They were 
simply the first to tell certain convincing 
facts.” 

Mr. Hopkins’ famous Schlitz copy 
made no unfair comparisons with com- 
petitive brands of beer. He simply cre- 
ated excitement over the fact that Schlitz 
bottles were made sanitary with live 
steam. “Again and again,” he relates in 
his biography, “I have told the simple 
facts, common to all makers in the line.” 


s Asa matter of fact, nearly all advertis- 
ing that is competitive in nature employs 
the strategy of pre-emption in varying 
degrees. Any emphatic claim of a specif- 
ic virtue for a product is likely to be in- 
terpreted by readers as an exclusive 
virtue the advertiser is particularly proud 
of. 

Answering my correspondents, I think 
it is perfectly ethical for an advertiser to 
be “the first to tell certain convincing 
facts.” Provided, of course, that he makes 
no untruthful claims of exclusiveness. 


+ 


Mr. Woolf's articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IIll., for “Salesense in Advertising,” available on five days’ approval. 


Madison Ave.'s Debt to the Circus 


For many years Mr. Kelley was chief counsel to the Ringling Bros. organiza- 
tion. As a young lawyer in Baraboo, Wis., the Ringling home town, he was 
close to the circus as it grew up from the turn of the century on. Now he is 
back in Baraboo, devoting most of his time to writing and talking about the 
circus. This letter appeared in the spring, 1958, issue of the “Wisconsin Maga- 
zine of History,” published by the State Historical Society of Wisconsin. 


By John M. Kelley 


I am making an announcement that 
may well be considered a refreshing rev- 
elation in American history. 

My announcement is this: That the 
economic development of America is due 
to, and directly traceable to, the circus. I 
am not referring to its importance as a 
vehicle of entertainment. 

Before the advent of the big circus in 
America, industry was bogged down, 
groping for an avenue of expansion. In 
the absence of the influence exerted by 
the circus, America might still be plod- 
ding her way to progress. Advertising 
and publicity have been the life line of 
America’s economic development. Who 
was it that introduced it? Who developed 
it for the world? The circus. 


® Briefly, the historic picture of the 
early ear in America is this: A social 
caste of dominant aristocrats had Amer- 
ican enterprise (as well as customs and 
manners) in a straitjacket. It was a cir- 
cumstance rooted in imperialism, dom- 
inant for centuries throughout the world 
prior to the advent of the American cir- 
cus that came to flower in the last quar- 
ter of the nineteenth century. 


Barnum’s showmanship, expressed in 
what was then considered a horrid con- 
cept of advertising and accompanied by 
what was regarded as a surge of offen- 
sive, unethical publicity—broke down 
the restraints of society. But the wreck- 
ing was not by way of puncture or slow 
leak. It was instantaneous, dynamic, ex- 
plosive. 

Barnum, although first in the world in 
showmanship (and the word should not 
be confused with showman), was a dis- 
couragingly poor specimen of a business 
man. He was, at the time, unaware that 
his pompous utterances, bombastic slo- 
gans and startling advertising that he 
bestowed on the circus had stirred the 
pulse of the American spirit for accept- 
ance of a new agency—advertising and 
publicity—in the field of industrial ex- 
pansion. 

Visit the libraries of Washington, New 
York, London, Paris, and Rome. Open 
the pages of the press just 80 years ago. 
What was the character of commercial 
and industrial advertising? There wasn’t 
any. There hadn't been any since the 
crack of dawn—up to Barnum. 

Advertising and publicity throughout 


the world had been mere names of neg- 
ligible services until seized on by the 
circus. It is the circus that first engaged 
these telling agencies in service. It is the 
circus that put horsepower into adver- 
tising and popularity into publicity. It 
put public opinion into a new mold; it 
banished society’s taboo on the circus; it 
loosened the chains on enterprise. The 
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circus developed advertising and pub- 
licity into high-powered service and en- 
gineered their proven value in the open 
field of America’s economic progress. 
The circus put America in gear. 


s Historians have been blind—the peo- 
ple unmindful—of America’s debt to the 


circus. + 


What They Were Saying 25 Years Ago... 


J. R. Bohlen, secretary, American Wash- 
ing Machine Manufacturers Assn. after 
making an agreement with the Laundry 
Owners National Assn. that the two 
groups would not abuse each other in ad- 
vertising (AA, June 10, 1933): 

“During the past two or three years, 
competition grew more and more severe. 
There is a conviction that with the return 
of better times, unfair trade methods will 
fade out proportionately. 

“The two associations, unwilling to wait 
for matters to adjust themselves, are 
pledging themselves to inculcate a spirit 
of positive, constructive salesmanship 


through their respective industries.” 

Leo McGivena, publicity manager, New 
York News, in an address to the Chicago 
Advertising Council (AA, June 17, 1933): 

“Outstanding examples of merchandis- 
ing successes today are seen among com- 
panies which have developed the mass 
market by making it easier for people to 
buy. The 25-cents-a-day meter plan of 
selling Frigidaires has been highly suc- 
cessful. Gas range manufacturers have 
sold their products through meters at 10¢ 
a day. You must find some way to sell 
the mass market by making it possible 
for them to buy.” 


DRAWTHIN Ke i goo 


! 
‘ ‘ 


Here is a simple diagram a copywriter 
has roughed out to show an artist. He 
wants one of those photographs with 
the moving light on the foot to show 
the man’s movements, walking or 
running 


Suddenly it occurs to him that, if A 
were Pittsburgh, and B were San 
Francisco, etc., he can visually show a 
man’s lifetime moves in a small area. 


How One Idea Leads to Another 


Neat Lesson: “How to Draw Cartoons 


So he tosses 
idea and incorporates this “life-line”’ 


out the “strobe photo” 


pair,”’ or some less corny approach 


So you toss out the photo-by-it elf 
“life-line” 
idea with it, immediately coming up 


idea and incorporate thi 


with “a lifetime of wear in every 
pair,’ or some such approach 


* 


Looking at their own drawings, how- 
ever crude, may assist some write! 
in formulating idea Thinking vis- 
ually in this way may also help them 
sharpen up their ideas before they 
ever approach the art department 
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Rogers & Smith, Chicago, 
Becomes Headen, Horrell 

The Chicago office of Rogers & 
Smith, which also has offices in 
Dallas and Kansas City, Mo., has 
become Headen, Horrell & Wentsel, 
a new agency. All the principals 
and the entire staff made the trans- 
fer. 

Jack M. Wentsel will be pres- 
ident of the new agency; Robert L. 
Headen, exec vp and creative di- 
rector; Judson Horrell becomes vp 
and merchandising director, and 
Walter L. Darling, secretary-treas- 
urer. The new agency will continue 
to serve about 30 former Rogers & 
Smith clients. 


Petersen to Issue New Books 

Spotlite Books, a new line of 
25¢ books pinpointing specific 
facets of the hobby and recreation- 
al fields, will go on sale nationally 
Aug. 20. They will be published by 
the Petersen Publishing Co., Los 
Angeles. 


New Butler Layout Guide Out 

“Ken Butler’s Layout Scrap- 
book,” a new compilation of ad 
layout ideas and hints by Kenneth 
B. Butler, president of Butler Ty- 
po-Design Research Center, Men- 
dota, Ill., and author of ADVERTIs- 
ING AGE’s “Tips for the Production 
Man” column, has been published 
and sells for $3.75. The 11ll-page 
book is the third one Mr. Butler 
has published in association with 
George C. Likeness and Stanley A. 
Kordek, executive director and as- 
sistant director respectively of the 
Butler center. The book may be 
ordered through Butler Clinic, Box 
324, Mendota, Il. 


Robert Eastman Joins SRA 

Robert E. Eastman & Co., New 
York, the new station representa- 
tive company established by Mr. 
Eastman, former ABC Radio presi- 
dent, has joined the Station Rep- 
resentatives’ Assn., bringing SRA’s 
membership to 22. 
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Varmo Sweeney 


TWO PLUS FOUR—Herbert Carlson, president of Carlson & Stassen Inc., 

Indianapolis, and Robert Stassen, vp, plan agency strategy with four 

new vps who moved over from another agency, Keeling & Co. The 

four are Victor G. Varmo, Raymond G. Sweeney, M. P. (Bob) Jen- 
kins and Jackson Hazlewood. 


Hazlewood 
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Carlson & Stassen 
Adds 4 Keeling VPs; 
Keeling Reorganizes 


INDIANAPOLIs, June 10—Four vps 
and account executives of Keeling 
& Co. resigned and have joined an- 
other local agency, Carlson & Stas- 
sen Inc. 

The four, who are also vps at 
the new agency, are Victor G. Var- 
mo, Raymond G. Sweeney, M. P. 
(Bob) Jenkins and Jackson Hazle- 
wood. 

As a result of the appointments, 
three major accounts are expected 
to go to Carlson & Stassen, accord- 
ing to Herbert Carlson, president. 

William M. Hutchison, exec vp 
of Keeling, said his agency has lost 
two accounts recently, but that 
neither went to Carlson & Stassen. 
J. I. Holcomb Mfg. Co. went to 
L. T. Sogard & Co., and Union Fed- 
eral Savings & Loan Assn. moved 


Stassen Carlson Jenkins 


Foremost Names Milici 

Milici Advertising Agency, Hon- 
olulu, has been named to handle 
the Foremost Dairies-Hawaii Ltd. 
account in Hawaii. Foremost’s ad- 
vertising campaign for the last six 
months of this year will include 
use of newspapers, radio, tv and 
trade journals. 


From the House of Ideas 


™ Bozell & Jacobs. 


y arom New yore t ® Messrs. Varmo, Jenkins and 
= 4 COORSSEISS ad wes |Hazlewood resigned from Keeling 
Toni Co., Chicago, has entered | over “policy matters” early in May. 

the hair accessories field with a| wr. Sweeney left two weeks later. 

new line of products, including| Shortly after the three had left, 
hair brushes, combs, nets, bobby | ya} R. Keeling stepped up to chair- 

pins, barrettes, head bands and an | man of the board, naming James T. 

assortment of curlers. Toni is in-| Richardson to replace him. Mr. 

troducing the pre-packaged line in| Richardson was an account execu- 
the greater Midwest, but will be-| tive at Doe-Anderson Advertising 
gin national distribution in the! agency, Louisville. 

near future. No advertising 4 Keeling also appointed as copy 

planned at this time and the prod-! chief Edward H. Brower, formerly 

ucts have not been assigned to an| copy chief of the Chicago office of 
sna | Al Paul Lefton Co. # 


Hardman Names Healy -R.O.P. Linage Gains in April 
H. V. Hardman Co., ser ig R.o.p. color linage in newspapers 
N.J., has named Paul M. Healy Ad-| for April was up 11,032,451 lines, 


| 


FANIMATIC ACTION...3-DIMENSIONAL 


vertising Agency, Montclair, N.J., 
to handle its trade advertising, 
direct mail and publicity. The com- 
pany makes brush cements and 
roller adhesives. 


Peterson Joins Mayer, Klann 

E. B. Peterson, recently with J. 
Roland Kay Inc., has joined Mayer, 
Klann, Linabury Advertising, Ben- 
ton Harbor, Mich., as vp of inter- 


or 11.5%, over April, 1957, despite 
a drop of 7.6% for other newspa- 
per display advertising for the 
same two periods, according to the 
Hoe Report. The report, compiled 
by Media Records for R. H. Hoe 
& Co., New York manufacturer of 
printing presses, is a new monthly 
service. Ford Motor Co. led all 
advertisers in r.o.p. color use dur- 
ing April with 320,381 lines, ac- 


IN 


This General Electric Fan display 
actually waves at window shop- 
pers. 3-D paper sail flutters in 
breeze from fan. Complete 
window installations, provided for 
G-E, including background 
material, for dealers from coast to 
coast. For display pieces that 
bid prospects “Look here!”... 
phone or dictate a note to 
Chicago Show e 2635 N. Kildare, 
Chicago 39 ® SPaulding 2-1600. 


national media and research. cording to the report. 


ADVERTISEMENT 


Glenda the beautiful secretary 


“IT do all my shopping on my own time. But the boss says I do 
all my thinking about it on his time.” 


Secretaries not only give lots of thought to shopping—they do 
lots of buying, too. They have to look well-dressed on the job. 
To cash in on the needs of 145,000 wardrobe-building career 
women, advertise dresses, sportswear, jewelry, accessories and 
cosmetics in their magazine .. . 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 « LO 4-3000 
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You Ought toKiaow . . M.S.Miranda 


In becoming board chairman of; 
National Industrial Advertisers 
Assn., M. S. (Steve) Miranda adds 
another facet to what already is 
one of the most colorful careers 
in advertising. 

Mr. Miranda has been (in rough- 
ly chronological order) a circus! 
roustabout, Navy radio man (and 
sparetime track star), movie actor, 
newspaper reporter, movie pub- 
licist, film writer, sailor-adventur- 
er, business paper writer, space | 
salesman, technical catalog con-| 
sultant, industrial advertising 
manager and public relations di- 
rector. 

That last named job is the one| 
he holds now—director of public | 
relations and advertising of Dress- | 
er Industries, Dallas. 

Since Mr. Miranda joined it in| 
1948, Dresser has added six op-| 
erating companies. It now has 14| 
operating companies, supplying a) 
vast variety of products and serv- 
ices to the oil, chemical and elec- | 
tronics industries. And sales have 
grown from $160,000,000 to $300,- 
000,000 annually. (“For which I 
don’t claim full responsibility,” 
says Mr. Miranda.) 


es M. S. (for Maurice Stephens) 
Miranda was born in Jacksonville, 
Fla., in 1903. He completed his 
early schooling in New York, grad- 
uating from Townsend-Harris 
High School around 1918. His par- 
ents sent him off to prep school, 
but he ran away to join the old 
Hagenbeck & Wallace circus, then 
left the circus train to join the 
Navy the night before a disastrous 
train wreck practically wiped out 
the circus. He received naval 
training as a radio man, meantime 
trying out for the Navy’s Olympic 
track team. He ran the quarter 
mile in 52-2/5 seconds to win a 
place on the team, but he slipped 
and fell and broke two ribs as he 
was boarding the ship that was to 
take him to the 1920 Olympics at 
Antwerp. 

Out of the Navy, Mr. Miranda 
went west, and on the basis of 
amateur theatrical experience in 
New York, he was named under- 
study to actor Cullen Landis in 
the 1921 movie, “Upstairs.” 

“But I decided I’d rather be a 
writer than an actor,” says Mr. 
Miranda. So when the movie was 
completed he “camped in the an- 
teroom” of the Los Angeles Times} 
for three months, trying to get an 
interview with its editor, Harry 
Chandler. 

“He finally put me to work to 
get rid of me,” says Mr. Miranda. 


s Two weeks after he was hired 
as a cub reporter, Mr. Miranda got | 
his first raise, which came be- 
cause of truly unusual devotion to 
duty—when the apartment house 
where he was living caught fire, 
he ran out to the nearest phone 
booth and began phoning in the 
story rather than staying to save 
his belongings. 

This performance won him a 
spot on the Times’ Sunday maga- 
zine, ““Preview,” where he was giv- 
en the studio beat. This led into a 
movie publicity job at Warner 
Bros., where he handled publicity 
for John Barrymore, Norma Shear- 
er, Myrna Loy, Kay Francis and 
others. 

He moved on to Paramount, 
then to the staff of Jimmy Fidler 
(then a movie pr man) and finally 
he set himself up in business as a 
press agent, handling among oth- 
ers, Ronald Colman, when he first 
came to this country from Eng- 
land in 1927. 

In 1928, Mr. Miranda joined 
Universal Studios’ story depart- 
ment, where he selected movie 
possibilities from among current 
novels, plays and magazine stories. 


a “I was fired from that job for 


. Oey 


M. S. Miranda 


being right,” says Mr. Miranda. | 
(He wrote an explosive memo on} 
the offerings of a well known writ- 
er of that time. As it turned out, 
the writer was splitting fees with 
a studio executive who was in a| 
position to influence acceptance of | 
the writer’s stories. The executive | 
left shortly after Mr. Miranda.) 
At that time, Mr. Miranda’s| 


| father, Thomas N. Miranda, was) 
| the highest paid comedy writer in| 


Hollywood (he edited “A Connec- | 
ticut Yankee” for film). And this| 
led to Steve’s next job. 

His father was offered a job 
writing a series of comedies for} 
the Mack Sennett Studio, but he! 
couldn’t accept because of previous 
commitments, so he suggested to! 
the Sennett producer, Jack Wal- 
dron, “Why don’t you get Steve?” 

“Who the hell is Steve?” asked | 
Mr. Waldron. | 

“My son,” said Tom Miranda. 
“And if he doesn’t do the job as 
well as you think I would do it, 
I'll do it for you for the price you | 
would have paid him.” 

Producer Waldron jumped at 
the chance, thinking perhaps that 
he would get a _  $2,000-a-week 
writer at a $100-a-week price. But 
Steve Miranda didn’t flop, and he | 


wrote the complete and _ highly | 
successful series, which starred | 
Carole Lombard. | 
® About this time, Mr. Miranda | 


got fed up with Hollywood life. He 
remarked one day to a friend,| 
Dan Blum, “Let’s get out of this! 
rat race and sail around the world.” 

“Okay, let’s,”” said Dan. 

Two months later they had the 
boat—a 50’ ketch called the “No- | 
mad”’—and the money to sail it— 
a $25,000 check from Mr. Blum’s| 
father. Then began a series of mis- 
adventures and false starts, which 
ended with the “Nomad” never| 
getting farther from the West) 
Coast than Catalina Island. 

The first blow came after a year | 
of fitting and shakedown cruises, | 
when the ketch, under the guiding | 
hand of a_ hard-drinking hired 
skipper, ran aground, capsized and 
sank near Seattle as it set out on 
its round-the-world voyage. 

Raised and refitted, the ‘“No- 
mad” cruised to Catalina, then put 
in at San Diego before shoving 
off on the long-awaited voyage. 

But while at San Diego, Dan 
Blum fell down on board and in- 
jured himself so badly that he 
couldn’t sail. The round-the-world 
trip was abandoned, and Mr. Mi- 
randa spent the next year nursing 
his friend back to health. 


# With the “Nomad” episode be- 
hind him, Mr. Miranda went back 
to work—as an editor at Trans- 
portation Publishing Co. From 
there he went into free-lance busi- 
ness paper writing, mostly for 
Miller Freeman Publications. Then 
he became a space salesman on 
Palmer Publications’ Petroleum 
World and World Petroleum. 

He left Palmer in 1942 to be- 
come a technical catalog consult- 
ant for the armed forces, then 
went into the Navy and served 
throughout World War IJ as ex-| 


ecutive officer of a West Coast 
coastal battalion, attaining the 
rank of lieutenant commander. 
After the war he set up his own 
technical catalog consulting serv- 
ice in San Francisco, and that’s 
where he was when he went to 


Dresser in 1948. He now lives in| 


Dallas with his wife Lois and 
daughter Laurie, 4%. In landlocked 
Dallas he finds it somewhat dif- 
ficult to exercise his favorite hobby 
—yachting. Nevertheless, he does 
a good deal of yachting committee 


| | work up and down the West Coast. 


Mr. Miranda, a burly 5’ 10%” 
(and 210 lbs.) views his new 


“World-Herald’ Boosts Stern 
David Stern has been named| 
promotion manager of the Omaha 
World-Herald. He joined the news- | 
paper in 1951 as a want ad sales- 
man, and has since been in both) 
retail and national advertising de- | 
partments. 
| 


Jones Joins Jules Power 

John Paul Jones, former pro-| 
ducer-director at ABC Television, | 
has been appointed supervisor of| 
creative planning and production| 
of Jules Power Productions, New| 
York, tv packager and producer. 


NIAA job as one of keeping the ~ 


organized unified. With the split 
over the ISIM controversy barely 
closed, and with the NIAA only 
recently reunited in purpose at its 
national convention, this may be 
no small task. But multi-faceted 
Steve Miranda faces the job un- 
perturbed. = 


Archer Rejoins Knox Reeves 

Philip Archer has rejoined the 
media department of Knox Reeves 
Advertising, Minneapolis, as a me- 
dia buyer. Mr. Archer, who was 
with Knox Reeves for four years 
prior to 1952, most recently was 
with Campbell-Mithun as a broad- 
cast media supervisor. 
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are you reaching them? 


Is your story get- 
ting through—to 
the audience you 
want to reach? 
An expertly pro- 
duced motion pic- 
ture penetrates — 
gets action . . . Warning: Select an 
experienced producer. 


Atlas Film Coperation 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hol 


EL PASO, TEXAS 
The Auto Center of the 
Fabulous Southwest 
with Auto Sales in 1957 of 
$150,438,000 
A good place to do business. 


The El Paso Times 
AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


\ oC RIPPs-HOWARD NEWSPAPER 
EVENING 


Mystik service label attaches 
easily to product. Stocked, im- 
printed, drop-shipped to dealers. 


Eps fot 


Mystik Self-Stik display has 
metal hook. Useful in home, 
store and office. 


Mystik shelf strips are easy to 
display. This one has projection 
feature, price spots. 


Mystik on product display high- 
lights Tappan oven feature, does 
silent selling job at point-of-sale. 


E—) 


oD 
Mystik footprints direct shopper 
traffic to store door, counter, de- 
partment, or special displays. 


Mystik is ideal 
for applying 
labels, wiring 
diagrams and 
other informa- 
tion to products 
of all kinds. 


AT THE POINT-OF-SALE 


Your message printed or 
lithographed on Self-Stik Mystik 
goes up instantly, easily, at the 
point-of-sale or on your product. 
Salesmen like Mystik displays, 
retailers prefer them. There isa 
use in your marketing program 
for Mystik, the original Self-Stik 
display. Phone or write 

Chicago Show e 2635 N. Kildare 
Chicago 39 ® SPaulding 2-1600. 


T. M. Mystik Registered 
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Along the Media Path 


A reprint of the article, “Do Ad 
Readers Buy the Product?” by| 
Daniel Starch, which appeared in| 
the May-June issue of Harvard | 
Business Review, is available from | 
Stan M. Sargent, vp and director, | 
readership program, Daniel Starch 
& Staff, Boston Post Rd. and Beach 
Ave., Mamaroneck, N. Y. 


e A new promotion piece by Dun’s 
Review & Modern Industry out- 
lines the advantages of the maga- | 


NEW YORK 
PUBLICITY CONTACT 
Available for assignments 
from out-of-N.Y. public rela- 

tions departments/agencies. 
Placement of news, features, 
photos, etc., with all press out- 
lets originating in New York. 
Also act as press contact for 
visiting brass. 
PHIL WASSERMAN, PR/Publicity 
15 West 44th Street 
New York 36, N.Y. 
MUrray Hill 2-8473 


zine as a medium for corporate 
advertising. The brochure is titled 
“Your Corporate Image” and is 
available from James H. Koch, 
public relations and advertising, 
Dun & Bradstreet, 99 Church St., 
New York 8. 


e A national anti-recession drive 
appealing solely to women will be 
promoted by Street & Smith Pub- 
lications. Charm will spearhead 
the movement and its entire Sep- 
tember issue will be devoted to 
“Let’s Get Back to Business.” The 
issue will include an editorial by 
Helen Valentine, editor-in-chief, 
calling on America’s working 
women to maintain their living 
patterns and quality standards at 
this time. 


e The Caledonia-Record, St. 
Johnsbury, Vt., daily newspaper, 
has launched a ten-year, $225,000 
expansion program. The first stage 
of the program—a 26 x 60’ plant 
addition—is now under way. 


e The Miami News will sponsor a 
show of foods and allied products, 


called the Food-o-rama, to be held 
in Miami’s Dinner Key auditorium | 
Sept. 30 to Oct. 5. Featured at the | 
free show will be a special cooking 
school, entertainment by celeb- 
rities, prizes and food samples. 

| 


e McCall’s has been presented | 
with the Super Market Institute’s | 
special award—presented only 
twice in SMI’s 21-year history. 
The award, a gold plaque, was in- 
scribed “To McCall’s for notable 
service to the Super Market In- 
dustry and to food manufacturers 
who serve it—an inspiring example 
of ‘Togetherness’ in industry.” 


e A special 16-page rotogravure 
ad section in the New York Times 
dramatized rayon as “The Fiber 
of Living” and called attention to 
the fact that rayon was the first 
man-made fiber and has 6,000 end 
uses in 39 major industries. The 
section was sponsored by the 
American Rayon Institute, which 
is using 250,000 extra copies for 
promotional purposes. McCann- 
Erickson is the agency. 


e House & Garden’s spring lawn 
and garden promotion included a 
dealer kit offering a booklet on 
lawn care and one on control of 
insects and diseases, window seals, 
price tags, newspaper mats, dis- 
play cards, etc. 


From the House of Ideas 


) 


3-D...QOUTDOOR...-.PLASTIC 


) 
) 
) 


Inexpensive vacuum molded ( 
plastic pump topper. Easy to 
erect—stays firmly in place. 

Weather resistant. Lights up. ( 
Sells hard. Contact Chicago ( 
Show Printing Company for the 
ideas and the facilities it takes ( 
to create effective display at the 
Point of Sale. Write or phone. 

2635 N. Kildare * Chicago 39, ( 
IMinois « SPaulding 2-1600 


) 
) 
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) 
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Reilly Johnston 


= 


y pocket Ss 


Wade Suedhoff 


PROGRESS—The cover of a special edition of the News-Sentinel and 
Journal-Gazette, Fort Wayne, Ind., was the first four-color printing 
run on new presses following the newspapers’ move into a new 
building. Looking over the section are Robert F. Johnston, business 
manager and ad director of the newspapers; C. S. Reilly, vp, Goss 
Printing Press Co., and Fort Wayne agency heads, Louis E. Wade, 
Louis E. Wade Inc., and Carl J. Suedhoff, Suedhoff & Co. 


e A new Time booklet gives 
sketches of “Twenty-four nice 
places to live, and how they got 
that way.” The “college towns” 
and “executive residential areas” 
described range from Ann Arbor, 
Mich., to Winnetka, IIl., and “take 
Time more than 2 to 1.” 


e@ Department of New Laurels: 

Jobber Products News, newspa- 
per of automotive wholesaling, 
registered a 40% advertising space 
gain in the first six months of 
1958 over the same period in 1957. 
In the first six months the publi- 
cation carried a total of 800 ad 
units compared to 571 for the 1957 
period. 

Yachting’s June issue, which in- 
corporates the magazine’s first an- 
nual “Boat Owners Buyers Guide,” 
will carry the largest number of 
advertising pages (123.1) of any 
June issue in the publication’s 51- 
year history. This represents an 
8.6% gain over the previous June 
high in 1957. 

Net paid circulation for Look 
for the first quarter of this year 
averaged an estimated 5,576,830, 


an alltime high for any quarter 
in Look’s history and an increase 
of more than 900,000 (19.4%) over 
the comparable period last year, 
the magazine reports. Each issue 
in the quarter showed a gain over 
the preceding issue and the last 
issue in the quarter set a new all- 
time high for any one issue, Look 
says. 

Western Family reports that ad 
linage for the next nine months 
is up 11% compared to a year ago. 
On the basis of a month-to-month 
breakdown, business on the books 
for September and December al- 
ready exceeds the closing linage 
for those issues a year ago. 

Grit reports that it reached a 
new alltime high in circulation this 
spring with a print order of 1,159,- 
000 and single copy sales are near- 
ly 100,000 ahead of 1957. Ad income 
in May was greater than any other 
May in its 75-year history, Grit 
says, and for the first five months 
of 1958 the publication’s income 
is running slightly ahead of the 
same period last year. Even though 
costs are up appreciably, the mag- 
azine adds, net profits are com- 


dea... 


be Ps gsi ee 


low cost 
web-offset 
broadsides 


... Including fast imprinting, 
drop shipping and mailing 


For example: The International Paper 


Company, Long Bell Division 


dered 170,000 2-color, 16-page news- 
print tabloids. These mailers were im- 
printed for 76 retail building mate- 
rial stores and, in addition to making 
many bulk shipments, thousands were 
mailed to rural routes and boxhold- 
ers just five days after the receipt of 
copy! The job required only three 
shifts on the press and all 76 imprint 
changes were made without stopping 
the press. A sample of this tabloid 


will be sent on request. 


550 INDUSTRIAL BLVD 


for dealer 


helps 


or- 


@ From art to mailing 

@ Intelligent production 
counseling 

@ Finest multi-color 
web-fed offset 

@ Currently printing 
program sections of 
5 editions of TV Guide 
Magazine 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


HENRY WURST, Inc. 


e KANSAS CITY 15, KANSAS 
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fortably ahead of 1957. 

WABC-TV, New York, reports 
that its billings for the second 
quarter of 1958 top those in the 
same period of 1957 by 35%. 

For the first six months of 1958, 
net ad revenue for Fisherman 
equaled the net ad revenue of the 
publication for the entire 12 
months of 1957. 

El Tiempo, Bogota, Colombia, 
reports that its average audited 
weekday circulation increased 8,- 
347 from the previous quarter to 
167,727 in the quarter ending 
March 31. Sunday circulation went 
up 10,944 to 238,760 in the same 
period. 

Hearst Magazines reports that 
the circulation of its magazines is 
running higher than a comparable | 
period last year and that adver- 
tisers’ expenditures are up more 
than 7% over the same period. Cir- 
culation for the first three months 
of 1958 compared with the same 
period in 1957 shows a 14.4% gain 
for Good Housekeeping; Sports 
Afield up 8.3%; Harper’s Bazaar, 
0.6%; Town & Country, 7.6%; 
House Beautiful, 4.4%; Bride & 
Home, 81.7%; Motor Boating, 
17.2%, and Motor, 8.5%. Cosmo- 
politan for the 1958 period had a 
total circulation of more than 900,- 
000, of which 95.2% is represented 
by newsstand sales, Hearst reports. 
Hearst also says that it is in the 
market for additional publications 
in the special interest field. + 


Toronto NIAA Elects Stone 

Jack R. Stone, account execu-| 
tive and director of Walsh Adver-| 
tising Co., Toronto, has been | 
elected president of the Toronto 
chapter of National Industrial 
Advertisers Assn. Other new offi-| 
cers of the chapter are John Chil- 
man, Heggie Advertising Co., Ist 
vp; Peter A. York, Amalgamated 
Electric Corp., 2nd vp; E. Little- 
john, Union Carbide Canada Ltd., 
secretary, and Charles E. King, 
MacLaren Advertising Co., treas- 
urer. 


PR ‘Who's Who’ in Works 

A “Who’s Who in Public Rela- 
tions” is currently being compiled | 
by the newly formed PR Publish- 
ing Co., Meriden, N. H., for publi- 
cation in November. According to 
Robert L. Barbour, president of 
the new company, qualifications 
for inclusion in the new reference 
book will be on the basis of “posi- 
tions held or contributions to the 
profession or prominence at the 
local or national level.” 


Hoffman Names Bergen 

Hoffman Electronics Corp., Los 
Angeles, has named Robert W. 
Bergen director of public relations. 
He will be responsible for all 
public relations activities of the 
corporation and its three operating 
divisions, reporting directly to the 
president. Mr. Bergen has been 
with Harshe-Rotman Inc., Los 
Angeles, as director of West Coast 
operations. 


Westinghouse Uses Gate-Folds 

Westinghouse’s elevator divi- 
sion will use vertical double gate- 
folds in Architectural Forum, For- 
tune, Skyscraper Management 
and other magazines this summer 
to dramatize the operation of 
Westinghouse elevators in the 
new 38-story Seagram Bldg. in 
New York. Fuller & Smith & Ross 
is the agency. 


Sudler & Hennessey Adds One 

Nordmark Pharmaceutical Lab- 
oratories, Irvington, N.J., has ap- 
pointed Sudler & Hennessey, New 
York, to handle advertising for its 
two ‘prescription products, Per- 
ronord (a vitamin product) and 
Levonor (a reducing agent). Jor- 
dan, Sieber & Corbett, Chicago, the 
previous agency, will be retained 


Treadwell Named U.S. Delegate 


William F. Treadwell, vp and 
manager of the public relations 
department of Leo Burnett Co., 
has been named official U.S. dele- 
gate of the First World Congress of 
Public Relations to be held in 
Brussels the week of June 23. Mr. 
Treadwell has represented the 
U.S. at seven other international 
meetings in England, France, Italy 
and the U.S., and last year was 
President Eisenhower’s People- 
to-People Program representative 
at the British Institute of Public 
Relations annual conference. 


Holtzman-Kain Adds 2 Clients 

Hyrol Chemical Co., manufac-| 
turer of industrial lubricants, and 
Cole-Parmer Instrument & Equip- 
ment Co., manufacturer and dis- 
tributor of laboratory equipment 
and instruments, have named 
Holtzman-Kain Advertising, Chi- 
cago, to handle their advertising. 
Both companies are located in 
Chicago, and both formerly were 


direct advertisers. 
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4, A gate-fold insert can add a lot of extra 
interest to any booklet or catalog. But 
getting a gate-fold to work right isn’t 
always an open and shut case. 

Your experienced printer, lithographer 
or silk screen representative can help 
you plan a gate-fold successfully. He’s 
seen plenty of difficult folds. He’s 
solved plenty of difficult problems. He 
can save you time and money in many 


aaa 


HOW GOOD IS A GATE-FOLD? 


mh 


Hi 


one - six - two 


Strongheart selected the testingest market in the country to get the answers... 
Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless 
of population and second in New England regardless of size.* Strongheart Dog 
Food is just one of many who found Portland, Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. *Source Sales Management 


94°%/, coverage ABC retail trade zone 
represented by the Julius Mathews Special Agency, Inc. 


TLAND, MAINE 
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100%, coverage of city zone 


ways. That’s why it’s so important to ' 
talk with him before you start work on : 
any job. 


You'll like working closely with your i 
printer, lithographer or silk screener. We 
know because we've done it for years 
in bringing printers the quality papers 
they need to serve you best — the most 
complete line in the world! The Mead 
Corporation, Dayton 2, Ohio. 
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L.A. EWRR Appoints Two 

William Nolan and David Cal- 
lahan have been appointed mer- 
chandising executives in the Los 
Angeles office of Erwin Wasey, 
Ruthrauff & Ryan. Mr. Nolan for- 
merly was assistant general man- 
ager of Pacific Indoor Advertising; 
Mr. Callahan formerly was a sales- 
man for Procter & Gamble Co., Los 
Angeles. 


NOW enjoy the same 
superb variety & 
excellence of our 

dinner & supper cuisine 
every day at noon. 


Roundtable 
OPEN 


for 
LUNCHEON 


151 EAST SOTH ST., N. Y. C., PL. 8-0310 


‘Slug’ Way 


(Continued from Page 1) 
the most powerful microscopes 
we can find—we’re living by this 
word—results.” 


s Mr. Mitchell thinks a lot of 


|budgets are built on faith, and 
\that even more treat advertising 
|as a result rather than a cause of 
|sales. But he had a simple sum- 
|mary of budget philosophy: “You 
should keep on increasing your ad- 
vertising and forget about limits 
just as long as one thing happens 
—as long as the gross income at- 
tributable to this advertising ex- 
ceeds the cost of the advertising. I 
hope none of you use this against 
me,” he said, “but I will venture 
to say that too many companies 
today are not spending enough on 
advertising.” 


THERE IS ONLY ONE way TO REACH THE 


AKRON 


BEACON 


JOURNAL 


AREA OF INFLUENCE 
A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 


of gteat industrial names. For only. 40c per line, 


daily or Sunday, you can do 


selling the area. There is no substitute. 
ROP Spot or full color available 


in all issues. 


——_~ 


“~~ LAKE ERIE 


a complete job of 


GEAUGA 
COUNTY 


. pin 
MMIT COUNTY | 


AKRON BEACON JOURNAL 


AREA 


OF INFLUENCE 


eee 719,435 
a ead essiom 213,048 


$1,349,384,000. 


$ 958,138,000. 
$ 238,114,000. 


Sales ...................$ 132,837,000. 
Fr-H-R Sales ...$ 44,996,000. 
Automotive 

Sales .................$ 205,680,000. 


Drug Sales .......$ 29,035,000. 


Source 1958 Sales Management 
Survey of Buying Power 


NEWSPAPER COVERAGE 


DAILY Cire. % Cov. 
Akron Beacon 

Journal ...............156,382 73.4% 
Cleveland 

Plain Dealer ...... 21,931 10.3% 
Cleveland Press .. 5,981 2.8% 
Cleveland News... 1,938 0.9% 
SUNDAY % 
Akron Beacon 

ea 155,877 73.1% 
Clevelan 

Plain Dealer .. 21,193 9.5% 


Source March 31, 1957 
A. B. C. Audit Statements 


AKRON 


BEACON 


JOURNAL 


“Ohio's Most Complete Newspaper” 
4OHN S$. KNIGHT, Publisher 


Represented by STORY, BROOKS & FINLEY 


to Upturn, 


Mitchell Urges AFA 


However, he went on, “I’ll ven- 
ture that they are still pour- 
ing money into some campaigns 
where each additional dollar 
brings about 75¢ in return, where- 
as each additional dollar in some 
jother campaign would bring $1.25 
in return. But they don’t know 
which is which.” 

Mr. Mitchell exuded confidence. 
He predicted that a definite eco- 
nomic upturn would be evident 
by the end of summer and that 
the end of the year would see an 
annual rate equaling or greater 
than the record rate of the third 
quarter of 1957. 


= Advertising need worry little 
about its image in novels and mo- 
tion pictures, but should concern 
itself about unbelievable adver- 
tising now being presented to the 
public, Edwin W. Ebel, vp of Gen- 
eral Foods Corp., told the AFA. 
“The serious challenge for us 
is more this matter of what ad- 
vertising is doing to itself—rath- 
er than what some few books 
and movies are doing to it,’ Mr. 
Ebel said. He made one excep- 
tion, the picture of advertising 
transmitted to students, who will 
be leaders in industry and gov- 
ernment. But he asserted that 
teachers are reachable through 
advertising associations. 


= There is no evidence that the 
public is involved in any uproar 
over advertising, Mr. Ebel ar- 
gued—now or 25 years ago, when 
the consumer movement was 
booming. 

“Is our skin getting too thin?” 
Mr. Ebel asked. “Granted that 
these books are not doing adver- 
tising any good—isn’t it possible 
that we are paying more atten- 
tion to the undeserved criticism 
directed at advertising than the 
public is? . . . Perhaps the barbs 
directed at advertising disturb 
us because they seem to us to be 
a threat to our individual self- 
esteem.” 

He asked if advertising is 
guilty of weakening public con- 
‘fidence in advertising, “for as 
long as there is public confidence 
in advertising, it will be diffi- 
cult for its adversaries to make 


their criticism stick,” he said. 
| “I suspect that public confi-| 
'dence in advertising starts with 
its belief in advertising,” he went 
on, “and so... the greatest as- 
‘set advertising has is the pub- 


lie’s belief in advertising.” 


s “Looking at it realistically,” 
‘he argued, “we are in trouble 
‘when the public loses confidence 
in the statements made by adver- 
\tising. What we print, what we 
|voice over the air, its believability 
over-all and its believability in 
detail—that is the heart and soul 
of advertising.” 

He conceded, “We are all) 
tempted nowadays to shout loud- 
er and make more superlative 
claims than the next fellow. The 
great volume of advertising now 
directed at the consumer could 
well suggest that unless we shout 
we may not be heard at all. 

“But that suggestion is mis- 
leading ... Would you be more 
apt to listen to a salesman who 
exaggerates and screams all over 
the place—or to one who presents 
you with an interesting and be- 
lievable story?” 

The GF ad chief urged partici- 
pation in the public service cam- 
paigns of the Advertising Council, 
and particularly in the “Confidence 
in a growing America” campaign. 


ws On the creative front, the AFA 
heard: 


e Whitman Hobbs, vp of Bat- 
ten, Barton, Durstine & Osborn, 
argue that this is the year to 
“stick your neck out, buddy boy,” 
to avoid conformity, blandness, 
and copy-catting. He urged ad- 
vertising men to work harder to 
be creative, to reject the strait- 
jacket of rules, to be simpler and 
|more direct, to find a good idea 
and stick to it. 


e Geoffrey Baker, vp, Ralston 
division of Ralston Purina Co., St. 
Louis, describe how the compa- 
ny was able to improve its share 
of market in.the dry cereal busi- 
ness by carving out an adult por- 
tion, dropping premiums, and in- 
vesting in network television 
which delivered major sales re- 
action from small audiences. 

He also reported on the success- 
ful introduction of Purina Dog 
Chow, taking the audience step- 
by-step through planning and 
marketing phases. He told the 
AFA that Ralston will build a new 
plant near Cincinnati, to be ready 
in the fall of ’59, and he said the 
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company will introduce another 
grocery product this fall. 

Mr. Baker explained that the 
division operates on “a formula 
which splits our prospective 
profit after selling expense, but 
before advertising and promotion, 
50-50 between profit and addi- 
tional advertising. Thus, in addi- 
tion to providing more profit for 
the company, we are in a position 
to increase our advertising pres- 
sure each year.” 

He paid tribute to the impor- 
tant contributions made to the 
success of the merchandising op- 
erations he described by Guild, 
Bascom & Bonfigli and Gardner 
Advertising, its agencies; Bider- 
man & Tolk, its pr counsel; Glick 
& Lorwin, its educational advisor; 
the Home Testing Institute, and 
the market research of A. C. Niel- 
sen Co. and Market Research Corp. 
of America. 


e Zenn Kaufman, New York 
sales consultant, spoke on show- 
manship in business, and he di- 
gressed to say contemptuously of 
the “You ought to buy now” cam- 
paign that it made him “ashamed 
to be an advertising man.” He 
called it “tin cup marketing” and 
said a mixture of “puns and plead- 
ing” can’t do any good. 


= On the legislative front, the 
AFA was still glowing from its 
successful defense in Baltimore 
against the advertising tax. 


e In a session on “advertising 
battlegrounds,” John Dwight Sul- 
livan, general counsel of the AFA, 
argued that the defeat of the tax- 
es had been accomplished on the 
wrong grounds—that they should 
have been beaten by the realiza- 
tion that they “were discrimina- 
tory, punitive in nature and vio- 
lated the constitutional guarantees 
of freedom of speech and the 
press.” 

Similarly, he criticized the new 
federal highway law: “it consti- 
tutes a reflection upon the entire 
outdoor advertising industry. It 
presupposes that the states are 
unable or unwilling to establish 
appropriate limitations and con- 
trol on outdoor advertising ... I 
predict a flood of lawsuits, in 
which individual property owners 
will contest the right of the indi- 
vidual states to barter away their 
property, rights in return for what 
is called an incentive payment...” 


e Harry A. Babcock, executive 
director of the Federal Trade 
Commission, reviewed the meth- 
ods the FTC is now using, urged 
the AFA to encourage truth in 
advertising and asked cooperation 
with FTC’s efforts to expose fic- 
titious pricing and bait advertis- 
ing. 


e James Proud, president of the 
AFA, called attention to the Com- 
munity Action Program, the 
AFA’s blueprint of how to fight 
an advertising tax. He said it 
covered the public relations phas- 
es—all the printed material AFA 
plans—but added that if help 
were needed on how to operate 
“at precinct level,” he could put 
AFA members in touch with ex- 
perienced people in this area. 

He warned, “We are not san- 
guine enough to believe that the 
advertising tax attack is over; 
politicians are greedy.” 


e Sen. Robert S. Kerr (D., Okla.) 
told the AFA that lobbying is 
legitimate and_ essential, and 
summed up: “You can stay out of 
politics if you want to, but you 
can’t keep politics out of your 
business ... One of your most 
important jobs in the future is to 
make your influence felt in poli- 
tics .. . You have performed mir- 
acles in selling for your customers 
. .. Do as much for yourselves.” 


e Albert M. Greenfield, chair- 


man of Bankers Securities Corp., 
urged the AFA to become inter- 
ested in the redevelopment of ci- 
ties, asserting that it is the U.S.’ 
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most crucial economic problem. 
He emphasized that (1) a pros- 
perous downtown center is essen- 
tial to the prosperity of surround- 
ing suburbs; (2) that political 
boundaries must be adjusted to 
match the economic realities of 
new regional cities; (3) that a 
central force (such as a new cabi- 
net officer or special assistant to 
the President) is necessary to 
catalyze the use of public and 
private resources. 

The AFA held a series of me- 
dia workshop sessions—1l1 con- 
current meetings on advertising 
specialties, business papers, di- 
rect mail, farm publications, mag- 
azines, newspapers, outdoor, point 
of purchase, radio, television and 
transportation advertising. 


SYLVANIA VP CITES 
NEW WARES; SEES UPTURN 

BurFraLo, June 10—Marion Pet- 
tegrew, a senior vp of Sylvania 
Electric Products, said here that 
1958 will be the “biggest products 
year” in the history of the com- 
pany’s home electronics division. 

Addressing a national distribu- 
tor convention, Mr. Pettegrew said 
the recent decline in consumer 
spending for durable goods has 
halted and that there are clear in- 
dications that such spending, es- 
pecially for tv sets, will be up 
sharply during the second half of 
the year. 

Because of this, he explained, 
Sylvania home electronics has 
plans to introduce more new prod- 
ucts this year than in any 12- 
month period since the company 
entered the tv field in 1949. # 


Dannecker Voted President 
Arthur C. Dannecker Jr., Ohio 
Farmers Companies, has _ been 
elected president for the 1958-1959 
season of the Advertising Club of 
the Columbus Area Chamber of 
Commerce. Other new officers are 
John W. Corbett Jr., Maurice Mul- 
lay Inc., lst vp; John P. Kelley, 
Mumm, Mullay & Nichols, 2nd vp; 
Elaine A. Black, Harry M. Miller 
Inc., librarian; Harry E. Richter, 
Ohio National Bank, treasurer, and 
Gale Dodrill, Columbus Area 
Chamber of Commerce, secretary. 


Mohawk Appoints Wade 
Mohawk Petroleum Corp. has 
named Wade Advertising Agency, 
Hollywood, to handle its advertis- 
ing and promotion in Southern Cal- 
ifornia. Local newspapers, radio, 
direct mail and point of sale mer- 
chandising will be used. Mary Lou 
Prefontaine, formerly with Honig- 
Cooper & Miner, has been named 
production assistant of the agency. 


Hofling Joins Bane 

Ronald K. Hofling, formerly ad- 
vertising and sales promotion man- 
ager of Donner Scientific Co., 
Concord, Cal., has joined Bane Ad- 
vertising, San Francisco, as an ac- 
count executive. In addition to 
servicing several Bane accounts, 
Mr. Hofling will supervise the 
agency’s new sales and market in- 
formation service. 


WGMS Appoints Simmons 

WGMS, Washington, has ap- 
pointed Simmons Associates as its 
national representative. The radio 
station previously was represented 
by Adam Young Inc. Frank J. Hon- 
oski, formerly with Radio-TV Rep- 
resentatives, has been appointed 
a Simmons account executive as 
part of an expansion of Simmons’ 
New York operation. 


Sylvania Promotes Cummings 
William A. Cummings has been 
promoted to advertising and sales 
promotion supervisor, photolamps, 
of the Sylvania lighting products 
division of Sylvania Electric Prod- 
ucts Inc., New York. He previously 
was Denver district sales manager, 
photolamps, with responsibility for 
Sales in the Rocky Mountain states. 


BANK’S BIG VOICE—A six-story screen, with changeable letters, ad- 
vertises the services of First National Bank & Trust Co., Tulsa, on 
the bank’s “au. _ramp.” 


Chicago Newspaper Reps Elect|bee. Other new officers of the 
A. P. Mackinnon, New York/| group include William W. Sauer- 
Times, has been elected president | berg, Ward-Griffith Co., vp; J. J. 
of the Newspaper Representatives| McCarthy, George A. McDevitt 
Assn. of Chicago. He succeeds|Co., secretary, and Paul V. Elsber- 
Charles L. Healy, O’Mara & Orms- | ry, Scheerer & Co., treasurer. 


‘Esquire’ Boosts Bergman 
Paul Bergman, formerly pur- 
chasing director of Esquire, has 


‘been promoted to assistant secre- 


tary for planning, purchasing and 
production, a new post. He is suc- 
ceeded by Charles Fornara, for- 
merly assistant purchasing agent. 


READY! 


Bring recerds 
up tz 1, ‘Ss 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative I! 
3-year space check. All 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


BRAD-VERN’S Neryend 


"55-6-7. 


GRAPHIC VIS@AL CONTROL 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations. Stops mixups. 
Sim to Operate. Write on 

o— a i: Grooves. 

for Sales, 

Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
attractive. 250,000 in Use. 


Ful price $4 Q°° with cards 


* Ideal 


Write or Call Wisconsin 71-8444 
GRAPHIC SYSTEMS, 55 West 42nd St., New York 36, N. Y. 


Production, 


24-page Illustrated 
BOOKLET No. V-100 
Without Obligation 


HE’S READING 
HIS NEWSPAPER 


“Transport Topics is must reading with me .. . it’s 
the best way I know to keep up to date on all that’s 
happening in the motor transportation industry. 
Even when I’m flying, I take along a copy of the 
current issue of Transport Topics.” 


Dixie Ohio Express, Inc., is one of 17,000 ICC 
authorized for-hire carriers reached by Transport Topics 
—the only national weekly newspaper in the truck fleet 
field. 


National Newspaper of the Motor Freight Carriers 


“T always find time, however busy my sched- 
ule, to read Transport Topics from cover to 
says Clarence A. Kelley, president 
of Dixie Ohio Express, Inc., Akron, Ohio. 


cover,” 


And, a recent survey indicates Mr. Kelley will 
pass his copy along to 4 more readers . . . then file it 
for future reference. Hence, the 22,743 ABC net-paid 
average circulation (for the six months ending Decem- 
ber 31, 1957——-subject to audit), plus 6,200 controlled 
circulation, ultimately reaches 127,000 readers with 
influence in the trucking field. 


These are the men who either own or manage a 
composite fleet of 543,930 high-mileage power units 
and 73% of all trailers registered in 1957. To reach 
this sizable market for trucks, trailers, tires, batteries, 
and other automobile products . . . and to reach it every 


Monday morning . . . use the pages of Transport 


Topics. 


and Georgia. 


Grausport Eopics 


In Its Twenty-Third Year 


Dixie Ohio Express was organized in 1934 with 
Clarence A. Kelley, now president, as co-founder. 
Starting with four employes and two terminals, Dixie 
Ohio now has 850 trained personnel, a fleet of 810 
vehicles, and 22 terminals in the states of New York, 
Pennsylvania, Ohio, Kentucky, Tennessee, Alabama 


© 1424 Sixteenth St., N.W., Washington 6, D. C, 
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Kowall 


HERE’S OUR PROBLEM—As part of D’Arcy’s “media day” seminar for media representatives, 


Armbruster 


Cowley Waldron 


Hench Pryor 
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Donovan 


explain their activities to a group of media men, Shown here are James Cowley, Life; 


D’Arcymen Gene M. Kowall, vp and executive art director; Walier A. Armbruster, vp Norv Waldron and Ralph Hench, both of Holiday, and Max Pryor, Ladies’ Home 


and copy chief, and Joseph T. Donovan, assistant manager of the outdoor department, 


th 


NATIONALLY! 


8th (from 19th) among all CBC 
shows! Outrates “Have Gun 
Will Travel’, “Dinah Shore’’, 
“Disneyland”’, etc. 


Network rating higher every 
rating period, now 41.0! 


21% increase in homes 
reached ! 


30% increase in viewers! 


Pre-tested as popular movie and 
through dozens of famous Satur- 
day Evening Post stories, TUG- 
BOAT ANNIE helps Lever 
Brothers Limited of Canada win 
friends and influence sales. Lever 
Brothers’ success story gives 
proof of greater profit than ever 
for you in your own market. Of 
course, the American premiere 
market showing is swamping 
all competition too! 


oe 


the adventures of 


TUGBOAT 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON «+ N.Y. 22 « PLaza 5-2100 


Sr. Louis, June 10—The much- 
discussed “agency-media relations 
problem” has been taken to heart 
by D’Arcy Advertising. 

Since last Nov. 20 the agency has 
been staging a series of “media 
day” seminars for media represent- 
| atives, through which the agency 
| believes it has found a key to 
mutual understanding, confidence 
and cooperation between agencies 
and media. 

D’Arcy’s typical media day, to 
which media representatives are 
personally invited by agency Pres- 
ident Harry Chesley Jr., is a three- 
hour morning program in the 
agency’s offices. A brief slide 


Journal. 


D’Arcy Tackles Media-Agency Relations 
Problem with ‘Media-Day’ Seminars for Reps 


presentation outlines the structure 
of D’Arcy and its ten offices and 
explains its advertising and mar- 
keting philosophy. 


= Following this prologue the 
agency’s copy, art, media, produc- 
tion, research, marketing, mer- 
chandising and pr department 
managers explain the link between 
their departments and the account 
executive in the development of a 
client’s advertising. 

Throughout the whole program 
and the question-and-answer pe- 
riods the whole affair is kept in- 
formal to allow the necessary 
candidness for genuine under- 


| 
} 


With your brains 
and my looks, we 
can go far! 


PLAYHOUSE PICTURES, 
ANIMATION SPECIALISTS 
1401 NORTH LA BREA AVENUE 
HOLLYWOOD 28, CALIFORNIA 
TEL: HOutvwooo §-2193 


Two distinguished commercial film studios — 
FILMWAYS, INC., New York and Hollywood, and PLAYHOUSE PICTURES, Hollywood 
join their talents to provide better service with complete facilities 
to produce the highest quality live action and animated films. 


PLAYHOUSE PICTURES, HOLLYWOOD animation specialists now represented 
exclusively in NEW YORK by FILMWAYS, INC. 


FILMWAYS 
INCORPORATED 
18 EAST 50TH ST. 
NEW YORK, N. Y. 
TEL: Plaza 1.2500 


standing. A mid-morning coffee 
break and an agency-hosted lunch 
add conviviality to the occasion. 

Each media day visitor to the 
agency is presented, at the con- 
clusion of the program, with a 
brochure that lists all of D’Arcy’s 
officers, clients, account executives 
and media personnel for conven- 
ience in future references. 


# A major objective of the Media 
Day programs, according to Ri- 
chard T. Greer, D’Arcy’s pr man- 
ager, is to give the media men a 
complete introduction to the agen- 
cy and its operations. 

“The greatest need > = 
improve communications, build 
confidence and foster cooperation 
between the agency and all media 
... The fact is ... few media men 
have the opportunity to learn 
about any specific advertiser’s 
basic problems.” 

From the agency’s point of view, 
the media day idea is a two-way 
street, according to Mr. Chesley. 
“We can help representatives of 
media to help us. How. can we do 
| it? First, by being constructive, by 
| exposing them to advertisers’ mar- 
| keting problems, by providing 
| them with all the guidance we can 
give them, by asking for the prop- 
| er kind of information so essential 


' to the agency. 


= “We do know from the letters 
we’ve received that the program 
has given media representatives a 
greater appreciation for the over- 
all advertising concept,’’ Mr. Ches- 
ley says, “and has helped media 
help the agency through greater 
| understanding.” 

| Media day is now a permanent 
| activity at the St. Louis office of 
|D’Arcy and, according to Mr. 
| Greer, it may eventually be in- 
stituted in D’Arcy’s other offices. 


Johnson Agency Adds Accounts 

Oreland Johnson Advertising, 
Minneapolis agency formed recent- 
ly by Mr. Johnson in Minneapolis 
and named to handle part of the 
Munsingwear account (AA, May 
26), has announced additional per- 
sonnel appointments and new ac- 
counts. Staff members include H. 
Fred Major Jr., formerly with 
Gousha Advertising, and Janet 
Anderson, previously Minneapolis 
manager of George P. Hollingbery 
Co. Among the agency’s clients are 
Northwestern Drug Co.; Wonder- 
alls, Minneapolis children’s wear 
/manufacturer, and Polka Dot 
Dairy, Hastings, Minn. 


Lawnlite Names Bishopric 
Lawnlite Co., Miami, manufac- 
turer of outdoor furniture, has 
named _Bishopric/Green/Fielden, 
Miami, to handle its advertising. 
Gottschaldt & Associates, Coral Ga- 
bles, Fla., was the previous agency. 


JETRO Sets Budget for 
Japanese Exports Promotion 

The Japan Exterior Trade Re- 
covery Organization (JETRO) has 
set up a 1958 fiscal budget of 
2.01 billion yen ($5,600,000) for 
overseas promotion of Japanese 
exports. Biggest item in the budg- 
et is a $1,000,000 fund for promo- 
tion of Japanese agricultural and 
fishery products, mainly in the 
U.S. and Canada. 

Advertising plans call for re- 
gional campaigns in many parts of 
the world, including Australia and 
Mexico. JETRO is also considering 
the use of television in the U.S. 


ABC Radio Adds 2 Stations 

WTAO, Cambridge, Mass., has 
affiliated with ABC Radio. The 
network has not had an outlet in 
the Boston area for some time. 
WTAO formerly operated as an in- 
dependent. KART, Jerome, Ida., 
also has affiliated with ABC Radio. 
The station previously operated as 
an independent. 


Gross-Krasne Opens in S.-F. 

Gross-Krasne, tv film distribu- 
tor, has opened an office at 155 
Montgomery St., San Francisco. 
Robert H. Hill, vp in charge of 
western division sales, will head 
the new office. 


ONLY ONE 
PAPER 
GIVES 91% 
SATURATION 
IN THE 
WEALTHY 
“DOUBLE- 
MARKET” 
OF FARGO, 
NORTH DAKOTA 
AND 
MOORHEAD, 
MINN. 


See your nearest 
KELLY-SMITH 
Representative 


THE FARGO 
FORUM 
and Moorhead Daily News 
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Y&R Announces New| 
Color Reproduction — 
Process for Dailies 


NEw York, 
color process which allows daily 
newspapers to give advertisers 
“magazine-type, full-color repro- | 
duction” in ads was announced to- 
day by Young & Rubicam. 

The agency will break a house 
ad using its new process in Fri-| 
day’s New York Herald Tribune 
and has scheduled another insert | 
in “about two weeks” for its Gen- 
eral Foods and Moore-McCormick | 
accounts. Moore-McCormick said | 
the insert is scheduled for the| 
week of June 23 and will announce 
the maiden voyage of the line’s 


Buchanan Exec Hits 
Y&R Claim as ‘Fraud’ 
New York, June 13—Buchanan 


& Co. was furious today at the|’ 


claim advanced by Young & Rubi- 
cam that its “high fidelity” color 
process for papers was a “first.” 

William Dasheff, exec vp of Bu- 
chanan, has contested the claim in 
a letter to the publisher of the 
New York Herald Tribune, which 
today carried a Y&R house ad using 
the “new” process. Mr. Dasheff 
said his agency actually pioneered 
in this area with an ad in the 
March 18 Milwaukee Sentinel (AA, 
March 24) and will use the process 
again this Sunday in the Chicago 
Tribune. According to Mr. Dasheff, 
the only differences between Y&R’s 
and Buchanan’s techniques are 
that Y&R employs four colors on 
paper and Buchanan uses seven 
colors on aluminum foil. He told 
AA today that Y&R’s claim for a 
“first” was a “fraud.” 


cruise ship S.S. Brasil. General 
Foods, whose ad is scheduled to 
appear on the reverse side, has not 
announced its plans. The joint ad 
will appear in New York, Los An- 
geles, Detroit and Philadelphia. 


June 13—A new! 


r 


Why Benson@ Hedges will ever 
be a top-selling cigarette! Ai 


iia clas a il 


ek 


What is a crimped seam 


...and 1s it really necessary? 


soe gegen coy 1 Bogen © Hoclges © hanged ape wh 
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ee 


Benson@I leciges 


CONTINUING CAMPAIGN—Benson & Hedges, which recently broke a 
new campaign for its premium-priced cigaret (AA, June 9), will use 


ads such as these in its follow-up 


drive. Doyle Dane Bernbach, New 


York, is the agency. 


Westinghouse Made 
Illegal Co-op 
Payments, FTC Says 


WaAsHINGTON, June 12—One of 
the nation’s big appliance manu- 
facturers was called before the 
Federal Trade Commission today 


on a complaint which charges that | 


it made co-op advertising pay- 
ments without regard to the news- 
paper rates actually paid by the 
retailers. 

In a two-count complaint against 
Westinghouse, FTC said the com- 
pany discriminated among its cus- 
tomers by paying co-op to some 
outlets on the basis of national ad- 
vertising rates, while others were 
compensated at local rates. 

As a result, FTC said, some deal- 


Called “Hi-fidelity color process | 
for daily newspapers,” the process | 
allows newspapers to mechanical-| 
ly insert pre-printed, four-color | 
page ads on 55 lb. coated stock 
during regular daily press runs. | 
| 
# According to Y&R, the insert’s 
format represents a “new concept” 
in the use of layout and copywrit- 


ing. This was developed during the 


‘Phui,’ Says French Agency 

of Y&R’s Color Concept 

New York, June 13—Another 
country was heard from today, in 
the wake of Young & Rubicam’s 
claim to a “new concept” in color 
reproduction for newspapers. 
Agence Francaise de Propagande, 
a member of CAMA—Continental 
Advertising & Marketing Agencies 
—told AA: 

“T am sure the Herald Tribune 
is very proud to have been selected 
as the first newspaper in the world 
to present a new dimension in col- 
or newspaper advertising. The 
French, however, have a word for 
it—phui.” 

The French agency’s New York 
office said a Vespa ad actually pre- 
ceded the Y&R entry, and it added: 
“This Vespa ad, whose printing as 
you can see is of a higher quality 
than that appearing in the Herald 
Tribune, appeared in French news- 
papers this spring, and just for| 
good measure it was perfumed 
with Lily of the Valley.” 


experimental stage of the process, 
the agency said, when different 
grade paper used for maximum 
color reproduction shrank during 
the high-speed press runs. 

The agency said its copy, art 
and production departments made 
use of the shrinkage factor by de- 
veloping what it called the “wall- 


ers were paid for newspaper ads 
on the basis of rates which are 
greater than and have no relation 
to those actually charged the deal- 
er by the newspaper. In some in- 
stances, the complaint said, the 
companies’ share was 75% of the 


|total cost, while non-favored com- 


petitors received only 50% of the 
cost of the advertising. 


= Westinghouse’s co-op payments 
are purportedly based on a plan 
calling for payment of 50% of 
dealer advertising costs up to an 
amount equal to 1%% of the sug- 
gested list price of the dealer’s 
purchases, FTC said. 

The complaint also charges that 
Westinghouse, and Westinghouse 
Electric Supply Co., gave some 
dealers price advantages of as 
much as 20% on refrigerators, 


31.8% on washers, 22.2% on ranges 
and 19.4% on clothes dryers. + 


Business Slowdown 
Cuts Few Chicago Ad 
Budgets, Study Shows 


Cuicaco, June 12—While a fair 
|number of Chicago businesses have 
| been hurt by the recession and ex- 
pect their 1958 sales tallies to be 
below 1957’s, relatively few of 
them are cutting their promotional 
expenditures. 

This is evident from a survey of 
565 Chicago area businesses polled 
in May by the Chicago Assn. of 
Commerce & Industry. 

The companies, representing all 
segments of the business commu- 
nity, were asked to compare their 
situations with the corresponding 
picture a year ago. 31% reported 
business up, 25% reported things 
about the same and 44% said busi- 
ness was down. 


# Asked about their promotional 
budgets, however, 40% said their 
1958 expenditures will be higher 
than 1957’s, 47% said they’ll be 
about the same, while 13% said 
their expenditures will be lower. 

23% of the responding com- 
panies said they now employ more 
people than a year ago, 44% said 
they employ about the same num- 
ber and 33% said they are em- 
ploying fewer. 

As for anticipations about the 
whole of 1958 compared with 1957, 
38% said they expect to see a 
gain, 24% expect little or no change 
and 38% expect business will show 


a drop for the year. + 


Psychologists Hit 


Use of Subliminal 


Methods in Ads as ‘Unprofessional’ 


WASHINGTON, June 10—James M. 
Vicary, developer of subliminal ad- 
vertising, is taken to task in the 
just-published May issue of the 
American Psychologist, organ of 


|| the American Psychological Assn. 


Although he is not mentioned by 
name, Mr. Vicary is on the re- 


‘|ceiving end of some stiff criticism 


ladled out by three University of 
Michigan psychologists, who con- 
tribute a summary article on sub- 


liminal stimulation. 


Using Mr. Vicary’s activity as a 


‘icase in point, the authors—James 


V. McConnell, Richard L. Cutler 
and Elton B. NcNeil—go on to 
warn psychologists that their first 
responsibility is to society and that 
they should withhold support from 
“unwarranted assumptions, invalid 
applications, or unjustified conclu- 
sions in the use of psychological 
instruments or techniques.” 

Mr. Vicary, head of the New 
York research company bearing his 
name, announced last year that 
subliminal advertising tests in a 
New Jersey movie theater had hy- 
poed sales of popcorn and Coca- 
Cola (AA, Sept. 16). In subliminal 
communication, a message is pre- 
sented below the level of conscious 
awareness. 


= Messrs. McConnell, Cutler and 
MeNeil, reviewing the history of 
this technique and the literature on 
the subject, find Mr. Vicary’s work 
leaves much to be desired. 


e They say the Vicary experi- 
ments have “the likelihood of seri- 
ous methodological and technical 
defects.” 


e They note that there were no 
reports of “even the most rudimen- 
tary scientific precautions.” 


e They characterize the reported 
demonstrations as “uncontrolled 
and unsystematic.” 


e They cite the “paucity of data” 
and the “equivocal nature” of the 
results. 


e They say there has been too 
much talk and too little experi- 
mentation. 


® Citing the work done by experi- 
mental psychologists in subliminal 
communication over the past 95 
years, the authors conclude: 
“One fact emerges from all of 
the above. Anyone who wishes to 
utilize subliminal stimulation for 
commercial or other purposes can 
be likened to a stranger entering 
into a misty, confused countryside 
where there are but few land- 
marks. Before this technique is 
used in the market place, if it is 
to be used at all, a tremendous 
amount of research should be done, 


Hughes Paton 


WORKSHOPPERS—Assn. of National Advertisers’ work- 
shop on cooperative advertising in New York (AA, 
June 9), brought together this quintet: John P. 


paper” technique. # 


Hughes Jr. of John H. Breck Inc.; Crawford D. Paton 


==") 


Wi 


2 


Apsey 


Freeman Gilbert 


of Warner Bros. Co.; John F. Apsey of Black & 
Decker Mfg.; A. M. Freeman Jr. of Radio Corp. of 
America; and Carlton Gilbert of U. S. Rubber Co., 
who was program chairman. 


and by competent experimenters.” 

Messrs. McConnell, Cutler and 
McNeil warn that the “highly emo- 
tional public reaction” to sublimi- 
nal advertising “should serve as an 
object lessen to our profession, for 
in the bright glare of publicity we 
can see urgent ethical issues as 
well as an omen of things to come.” 


® They point out that in the com- 
mercial application of long-estab- 
lished psychological principles, 
psychologists find themselves “un- 
willingly cast in the role of in- 
vaders of personal privacy and 
enemies of society.” 

They suggest that psychologists 
be guided in their actions by code 
of ethics of the American Psycho- 
logical Assn. In this code psychol- 
ogists are exhorted to subordinate 
their personal and professional 
—— to “the welfare of the pub- 
ic.” 

Regarding future developments 
on the subliminal front, the authors 
advise “considerable scientific cau- 
tion as well as extensive investi- 
gation.” They term “reckless” as- 
sertions made by Mr. Vicary and 
others that subliminal advertising 
is mainly useful as “reminder ad- 
vertising” and cannot be used to 
establish new desires. 

They concede that ethical codes 
are subject to individual interpre- 
tation, but they say: 


= “If in his mature judgment the 
intended uses of the principles of 
subliminal perception do not meet 
acceptable ethical standards, the 
psychologist is obligated to disas- 
sociate himself from the endeavor 
and to labor in behalf of the public 
welfare to which he owes his first 
allegiance. In this respect, the re- 
sponsibility of the social scientist 
must always be that of watchdog 
over his own actions as well as 
the actions of those to whom he 
lends his professional support.” 


VICARY ‘DELIGHTED’ AT 
ACADEMIC CRITICISM 


New York, June 10—James M. 
Vicary said today he was not par- 
ticularly disturbed by the article 
in the American Psychologist. 

He was somewhat miffed at the 
failure of the article to mention 
him by name, but he told ApvErR- 
TISING AGE that on the whole he is 
“delighted” with the article, be- 
cause now he has something to 
which he can refer students. 

He described the article as “per- 
fectly legitimate” and “very good” 
in that it “alerts potential users to 
the hazards.” 

He pointed out that in announc- 
ing his subliminal technique last 
year, he hoped to open the field 
to discussion. “This is precisely 


,| what we wanted to do,” he as- 


serted. 

As for the criticism of his work, 
he said this was to be expected 
because “we haven’t reported our 
conditions and we’re not going to.” 


s Mr. Vicary said the subliminal 
advertising venture is making 
|\“slow progress.” He admitted that 
“we expected more sooner.” 

However, he added, he is more 
concerned with the impact on his 
|own market research business. He 
| complained that too many people 
think of him now only in connec- 
tion with subliminal advertising. 
“I am suffering rather than gain- 
|ing from it,” he lamented. # 


Burke Dowling Adams Elects 2 

Burke Dowling Adams Inc., New 
York, has elected George H. Guin- 
an and Thomas A. Gullette vps. 
Mr. Guinan joined the agency last 
June. Mr. Gullette works on the 
Studebaker-Packard and Merce- 
des-Benz accounts. 
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a $1.25 Laney minimum charge $5.00. Cash with order. Figure all cap 
maximum—two 


30 letters and spaces 
ber. 


line; & lower 40 fino. ‘Aaa 
Copy in written form tm Chicage efiee 


no later than noon, W: 5 preceding publication date. Pacific Coast 
sentative (Classified only); ents, Inc., 4041 Mariton aay 
Angeles, 8 -0287. Closing deadline Los noon, 7 days 


HELP WANTED 


ADVERTISING 
SALESWOMEN 
PROFESSIONALS ONLY 
FOR LOS ANGELES AREA 
Potential income over $300 wk. Exp. in 


contacting merchants. Dynamic deal 
w/super markets, Mr. Abels after 10 
A.M., Hollywood 2-1133. 

MOLENE 
Editors . Public Relations 
Copywriters .. Advg. Managers 
Artists ......Media.....Production ......Service 


“All is grist, which comes to our mill’’ 
Andover 3-4424, 105 W. Adams St., Chgo 3 


WANTED - MANAGING EDITOR 
WEST COAST PUBLISHER of two na- 
tional trade magazines covering whole- 
sale and retail merchandising needs top- 
notch Managing Editor. Must be able to 
work with manufacturers, wholesalers, 
retailers in developing stories. Must have 
initiative, capable of taking complete 
charge. If you are looking for an excep- 
tional opportunity with a growing firm, 
send complete information to 

Box 1578, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 17-2255 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1957 


40,429 


POSITIONS WANTED 


SPACE SALESMAN ... 30...N.¥. Area 

Successful Hardworking Creative 

Excellent consumer mag exper & contacts 
Box 1590, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Pl cn Nh a Sf 
TOP CONTACTS & SUPERIOR SALES 
ABILITY AVAILABLE TO PUBLISHERS 
Young, successful, hard working & crea- 
tive rep. wishes to represent good trade 
magazine in N.Y.C. & North Fast. Excel- 
lent company & agency contacts. Out- 
standing record, many years experience, 
college, commission basis. Send recent 
issue with reply. 
Box 1548, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MERCHANDISING 

10 years client teams - speaks language 
of FOOD. Heavy know how administra- 
tion, sales, import, govt. laisson, top con- 
tact. Desires med 4A association. 

Box 1588, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

ADVERTISING MANAGER 

A.M., A.E.,.Creative, Market Research 
experience will help your company de- 
velop a well rounded marketing pro- 
gram. Also, spur your agency to greater 
heights. Will relocate. 

Box 1524, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


PACKAGE DESIGNERS—We are looking 
for two experienced Package Designers— 
men or women—with strong graphic de- 
sign and lettering background, to add to 
our expanding staff. Rebert Zeidman As- 
sociates. 128 - 130 East 56th Street, New 
York City, PLaza 8 - 0780. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 17-1991 Chicago 


Account Executive for top advertising 
agency, Indianapolis. Broad background 
in automotive accounts. Salary $10,000 
plus. Send resume. Key Placement Serv- 
ice, Licensed Agency, 3426 N. Meridian, 
Indianapolis, Ind. 


COPY WRITER—FLORIDA AGENCY 
Travel & general consumer advertising 
experience in print media essential. Must 
be a digger for facts; a specific, interest- 
ing writer and idea man, 4 to 8 years 
agency experience. Able to take over 
from busy owner—as creative head. Ad- 
ministrative-contact ability desirable. 
Age 28 to 35, male, preferred. Give edu- 
cation, experience details, salary, avail- 
ability first letter. 

Box 1608, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING PHOTOGRAPHER 
At present Director of Photg. in ad. stu- 
dio seeks employment San Francisco area. 
Box 1601, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


ADVERTISING SPACE SALESMAN 
Experienced in N.E. Area. Age 32. College 
Graduate. Business and PR experience. 

Box 1602, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ATT. ADVERTISER OR AGENCY 
MEDIA DIRECTOR, 36 married, 12 + yrs 
diversified exp. top ad ag’cs. Hvy adm., 
plans, mktg, research, contact,—all phas- 
es operation. Will relocate, resume. 

Box 1600, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
MARKETING RESEARCH 
MBA seeking position with mfg or agency 
James L. Frazee 
840 Spaight, Madison 3, Wisconsin 


ARTIST-ART DIRECTOR 
Crisp Creative Layouts, roughs to comps. 
Top finish art any medium. Knows type, 
production, supervision. 15 yrs. proven 
exp. South or southwest. Sal. $8,300 
Box 1604, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MR. MAGAZINE PUBLISHER — 


Are you in the market for a man who 
can make mature decisions and take 
some of your work load? If you are seek- 
ing one with many years of experience 
with consumer magazines, covering ad- 
ministration, budget, personnel, ABC news- 
stand and subscription circulation, also 
includes advertising, editorial and pro- 
motion procedures, | would like the op- 
portunity to talk to you. Box 141, Adver- 
tising Age, 480 Lexington Ave., New 
York 17, N.Y. 


AUTOMOTIVE WRITER AVAILABLE 
This Detroit man is heavy on auto- 
motive experience and loaded with 
sheer writing ability. Including 
power and poise with words, the 
stuff to spark ideas, and the back- 
ground to “zero in” fast. Something 
tough may stop him—but not for 
long. He’s that fine a prospect for 
advertising, introduction shows, sales 
promotion, or publications — cars, 
trucks, or parts. Excellent refer- 
ences, proof of the pudding, and a 
real “find.” Salary range $10,000. 
You can set the wheels in motion 
by writing Box 159, Advertising 
Age, 200 E. Illinois St., Chicago 11, 
Illinois. 


MARKET RESEARCH 
DIRECTOR 
28-36 


A new post in old line 4A-well estab- 
lished mfr. of Industrial and Consum- 
er products. 50 Million volume—Uni- 
versity town in Midwest. Will report 
to President of Company. 


Do not want a statistical man—but 
a person who knows Marketing—Adver- 
tising—Promotion—and has Potential 
for the top level management Post. 
$9-$12,000 salary range plus Profit 
Sharing— 


Cliff Knoble 
DRAKE PERSONNEL, INC. 
220 S. State + Chicago + HA7-8600 


AVAILABLE NOW 

Mar. of Advtg. and Sales Prom. 14 yrs. exp. 
with large mfgr. industrial and consumer 
products. Sales over $375,000,000.00 an- 
nually. Mature. Works well with people. 
Excellent administrative ability. Exper:- 
ence in all media. Write Box 145, Adver- 
tising Age, 200 E. Illinois St., Chicago 
11, Ilinois. 


BEER GIMMICK 


Novel plan with excellent potential 
for agency soliciting a beer account. 
Box 158, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


POSITIONS WANTED 
EXEC. ASST. & WRITER: P.R., editorial, 
ad copy, print & radio-tv; soft, hard gds. 
cons. & trade pubs. Internal-External 
organs. Consider free lance, L.A. only. 
I. Nelson, 4521 8. Wilton Pi., LA, Calif. 


IMAGINATIVE GRAPHIC DESIGNER 
EXECUTIVE TYPE ARTIST DESIGNER 
Tops in package design, P.O.P. & collat- 
eral art. Seeks staff or A.D. position. 
Samples & resume upon inquiry. 
Box 27 J 251, ADVERTISING AGE 
4041 Marlton Ave., L.A. 8, Calif. 


EXPERIENCED EDITOR—PHOTOG 
Will travel to right job 

Age 35 with 14 yrs. experience here & 
overseas—up from copy editor to full 
editor ranging from newspapers to avia- 
tion publications & most recently asso- 
ciate editor of 3 leading farm books. 
ALSO professional photog. Would like to 
settle with newspaper, industrial, trade 
or technical publication or ? Write me 
now and you'll be glad you did. Drew 
West, 7000-B Crafton Ave., Bell, Calif. 


CREATIVE ART DIRECTOR 
Prefers smaller agency in medium size 
city. Where supervisory ability and art 
direction are a must and a future can 
be earned. Available now. Salary $10,000. 

Box 1599, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


WHAT MAKES YOU BUY? 

A need created; a need fulfilled—accom- 
plished with advertising by art and copy. 
Young motivational ad man/senior writ- 
er tailors campaigns to fit products, 
stimulate desire, fill needs. He thinks 
visually in terms of media, matches copy 
(an artist’s dream, a customer’s “I need 
that”) to his own rough layouts. Agen- 
cy exp. includes radio, TV, consumer & 
trade magazines, newspaper mats & ads, 
s-p kits, new account copy. Company 
exp: agency contact & selection, nat’l ad 
supervision, promotion mgt., market & 
media research, test marketing, art su- 
pervision, budget work. Know-how in 
beverages, cosmetics, food, drug & hotel 
chains, appliances, industrial electronics 
& machinery. Wants position as senior 
agency writer, company ad mgr. or prod- 
uct mgr. Now in Northeast. Prefer Chi- 
cago relocation, but will move wherever 
challange is high. Resume on request. 

Box 1603, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

MARKETING-RESEARCH 

With 8 years of Consumer Market Re- 
search, Sales & Management Consultant 
experience behind me, I am now seek- 
ing a challenging Marketing position in 
N.Y. area. Age 30. Resume on request. 

Box 1607, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
SPACE OR TIME SALESMAN. Thorough 
exp., both inside and outside. Writes 
copy; does layout and production. Young 
(37); college grad; can travel or relocate. 
Cooperative; conscientious, competent! 

Box 1605, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MISCELLANEOUS 


MAKE MORE MONEY BY MAIL-NOW 
Free! “25 Ways How To Be Creative” with 
new book, “How You Cam Make MORE 
Money By Mail.” $1, HOW Glencoe, Il. 


TO TV ADVERTISERS AND AGENCIES 

Let us help you create a demand for 

your product—your personalities and 

show with 

PUBLICITY & SOUND PRESS AGENTRY 
Box 1606, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MERCHANDISING IDEAS! 
To multiply your sales at the point-of- 
purchase. 

CUSTOM MADE GIVEWAY IDEAS 
created and produced for your products 
only. 

Design correlated with your slogan, sell- 
ing theme or current selling points. 
Alert national advertisers report contin- 
ued success of ideas used. 
Mutual confidence mandatory. 

William G. Vanderpool 

716 N. Rush Wh 38-1191 

Chicago 11, Illinois 


SALES AND PROMOTION MGR. 
TRADE PAPERS 
Want hard hitting closer to handle sales 
and promotion for two leading trade mag- 
azines. MUST be able to: 

Push sales on the road, by phone, and 

with promotional pieces. 

Follow through on ALL sales activities. 
If you can’t, don't answer. This spot is 
for a “PRO"’ who can handle the whole 
job. Travel 50% of time. Work with sales 
offices and reps nationwide. 
lf you’re the man send résumé and, if 
available, samples of promotion. 

Box 157, ADVERTISING AGE 
200 E. Illinois Street, Chicago 11, Ill. 


COPYWRITERS 


We're a high-bracket 4-A New York 
agency specializing in pharmaceu- 
tical accounts. 

We're growing, and need both fully 
proven senior copywriters and others 
who will reach their full potential 
with us. Pharmaceutical experience, 
while helpful, is not as essential as 
the ability to write topnotch copy. 
In addition to good remuneration 
and the opportunity to grow in a 
booming field, we offer a friendly, 
creative environment. You'll be 
working for supervisors and clients 
who demand—and appreciate—the 
best. 

If this is your kind of challenge, 
please write us fully, including 


. 


Box 160, Advertising Age 
480 Lexington Ave., New York 17, N.Y. 


ASSISTANT TO ADVERTISING 
MANAGER 


Man wonted to supervise local ad- 
vertising programs in industrial 
field. Location Chicago. Should have 
agency or company experience with 
advertising production, media and 
planning. Prefer mature man with 
proven ability to handle field and 
other personal contacts. Some travel 
involved. Salary to match experi- 
ence and qualifications. All replies 
will be acknowledged. 


Box 161, ADVERTISING AGE 
200 East Illinois St., Chicago 11, Ill. 


ADVERTISING SALES 


Openings for space salesmen in New 
York and Chicago offices of rapidly 
growing national consumer magazine. 
Young men, 25 to 35, with creative 
selling ability, good appearance, and 
proof of successful advertising sales 
record. Unique opportunity for right 
men to grow and advance with young 
company. Send photograph and com- 
plete résumé of education and experi- 
ence. State salary desired. 


Write Box 162, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


The Midwest's 
Bl R CH outstanding placement 
service for Adv.- Art & 
Personnel ee. 
a intment 
Service, MADISON SUITE 
Inc. Chanel 05678" 


FREE CATALOG 
Contains hundreds of businesses, farms 
and income properties throughout U.S., 
Canada. Specify type and location de- 
sired. Deal direct with owners. U.I. 
Buyers Digest, 1608 Hillhurst, Dept. AA, 
Los Angeles 27, Calif. 


CuTs $1.25 
Up to 5 Sq. Inches 
ZINC 


Line or flush meuntea. 
Satisfaction Guaranteed 


ARD KAH 
Box A 87, Glendale, Calif. 


LAST CHANCE! Mktg. exec., OPEN 
agency, foods. Pacific Coast. (above 
Major accounts. $20M) 

ACCT. SUPERVISOR. Deft 
client-handler, good adminis- 
trator, strong in mktg. No 
special product exper. required, 
but client is distiller. to $25M 
RT DIR., broad consumer ex- 
per. Ideaful, unstereot > 
Can be young if ‘‘hot’’. to $25M 

Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ACON KNOWS 
x MAGAZINES! ‘ 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
blanketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
; * BUSINESS * FARM 
7 * CONSUMER 
Send for Booklet No. 56 
“How Business Uses Chppings” 
BACON'S CLIPPING BUREAU 


146) Jackson Blvd, Chicago 4, Minos 
-  WAbash 2-8419) ~ 
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AFA Elects Harn, 
Lasker to Places 
in Ad Hall of Fame 


(Continued from Page 3) 

ously had known little about it. 

“Starting in 1910 with Lord & 
Thomas in Chicago, he gradually 
became its dominant leader and 
built it to colossal size for agencies 
of that day. With the aid of many 
talented associates whom he hired 
or developed, he did outstanding 
promotion and advertising jobs for, 
among many other things, Colgate, 
Palmolive, Pepsodent, Cellucotton 
and Lucky Strike . . . Daring, im- 
aginative and a master merchan- 
diser, Mr. Lasker brought startling 
innovations into agency manage- 
ment as well as into advertising 
itself. He was widely copied. His 
impress upon our industry was 
sharp and lasting.” Mr. Lasker died 
in 1952. 


s Mr. Harn’s citation honored him 
as “newspaper man, advertiser, 
builder of organized advertising, 
statesman,” and recited his early 
career on newspapers and business 
papers and his subsequent work as 
advertising manager of H. J. Heinz 
Co. and National Lead Co. It con- 
tinued: 

“For his influential participation 
in organized advertising. He was 
a founder of the Technical Pub- 
licity Assn. (president, 1910), the 
Assn. of National Advertisers 
(president, 1911), the Chicago 
Federated Advertising Club, and 
the Audit Bureau of Circulations. 
He was a director of the Adver- 
tising Federation of America from 
1928 to 1938. 

“For his great contribution to 
the growth and solid character of 
advertising through his leadership 
of the Audit Bureau of Circula- 
tions. He was one of its key 
founders, its president from 1920 
to 1927 and its managing director 
from 1927 to 1939. More than any 
other one man, he was responsible 
for the birth and successful growth 
of this bureau, which revolution- 
ized American advertising and has 
been copied around the world.” + 


Stock Exchange Sets Survey 

The New York Stock Exchange 
will launch the most extensive re- 
search project it has ever under- 
taken—a 1959 census of share 
owners. Results will be released 
next spring. The survey will be 
made of 5,000 publicly-held com- 
panies with 8,000 different stock 
issues outstanding with the assist- 
ance of 1,000 brokerage houses and 
the cooperation of the National 
Assn. of Investment Companies 
and the National Assn. of Securi- 
ties Dealers. 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 
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AFA Is Told of 
Sagging Status 
of Ad Education 


(Continued from Page 3) 
Minnesota, Missouri, Montana 
State, Northwestern, Ohio, Okla- 
homa, Oregon, Pennsylvania State, 
Rutgers, Syracuse, Texas and 
Washington. 


= In these 39 programs, 67 fac- 
ulty members teach advertising 
courses halftime or more; of the 
67, 44 are on journalism facul- 
ties, 23 on business school facul- 
ties. Their average age is 43, and 
they average 12% years of class- 
room experience. Of the 67, 62 
have master’s degrees and 25 
have Ph. D.s; 45 of them started 
teaching since 1946. 

All but one have worked off the 
campus, but only 37 have had 
advertising experience (of the 37, 
30 are on journalism faculties), 
and only 25 have advertising ex- 
perience that included supervision 
of other employes. 

Only 19—all on journalism fac- 
ulties—teach advertising courses 
exclusively. Of the 39 programs, 
31 have only one or two faculty 
members. One business school pro- 
gram had as many as three teach- 
ers; two journalism programs have 
three teachers, four have four and 
one has five. 


a Mr. Sabine had a rather crisp 
appraisal of the future of adver- 
tising education: It would rest 
with educators, not the advertis- 
ing business. 

While he said advertising or- 
ganizations have been helpful, 
“All of us must recognize that 
no advertising education program 
is going to be established or gain 
status with college and university 
administrators and faculties just 
because AFA or the Four A’s or 
NAEA or any other group out- 
side education says this should be 
done.” This is because these pro- 
grams “must reflect the values 
of education, not merely those of 
a trade association.” 

Advertising education has two 
assignments, he said, (1) “pre- 
paring students to become pro- 
fessional producers of advertising 
and whole citizens of society” and 
(2) “education . . of the vast 
majority of citizens who will be 
the everyday consumers of ad- 
vertising. 

“If both advertising and ad- 
vertising education had done their 
jobs better in the past, you 
wouldn’t be facing the general 
threats and disenchantment of 
the public toward advertising to- 
day,” he said. 


= Robert M. Feemster, of the Wall 
Street Journal, AFA chairman, 
described the Advertising Educa- 
tion Foundation, which is to get 
bequests and grants for educa- 
tion in advertising, and H. W. 
Hepner, Syracuse University, de- 
scribed the proposed American 
Academy of Advertising, a pro- 
fessional teachers organization. + 


Stromberger, LaVene Adds 2 
Stromberger, LaVene, McKenzie, 
Los Angeles, has been named to 
handle advertising for Pacific Tile 
& Porcelain Co., Los Angeles, ma- 
ker of commercial and residential 
tile. Stromberger, LaVene also has 
been named to handle the Toyon 
Boat Club to be developed at 
Toyon Bay, Catalina Island: 


Standard Fruit Ups Metcalfe 

Larry Metcalfe, formerly in the 
customer service department of 
Standard Fruit & Steamship Co., 
New Orleans, has been advanced 
to sales promotion manager. 


der 
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STARTER—This junior spread in the June 14 Saturday Evening Post 
is Volkswagen’s first consumer advertising in the U.S. 


‘Auto Buy,’ It 
Seems, Is Form 
of Foreign Aid 


(Continued from Page 2) 

eign cars were great enough to 
exceed the combined total regis- 
trations of all new cars in 16 
states (Arizona, Arkansas, Dela- 
ware, Idaho, Maine, Montana, 
Nevada, New Hampshire, New 
Mexico, North Dakota, Rhode Is- 
land, South Dakota, Utah, Ver- 
mont, West Virginia and Wyo- 
ming). 

Figures for the first four 
months of the year show foreign 
car registrations at 96,049, a 6% 
slice of the U. S. auto market. 
This compares with registrations 
of 49,967 foreign cars in the first 
four months of 1957. 

If sales continue at this rate, 
the imports will rack up a 380,000 
sales year in 1958. 

The Volkswagen continues to 
lead the invaders, with registra- 
tions of 26,549 through April, 
compared to 20,989 in the same 
period last year. 


= The German-made VW now 
holds down 11th place in U. S. 
auto sales. It is outselling Chrys- 
ler, DeSoto, Edsel, Studebaker, 
Lincoln, Imperial and Packard. 


e In second place, with a gain of 
more than 300% over last year, 
is the Renault Dauphine. Renault 
registrations in the first four 
months of the year were 10,716— 
right behind Lincoln, and ahead 
of the Imperial and Packard. Re- 
nault’s 1957 registrations totaled 
22,584. 


e The English-built Fords have 
moved up from fourth to third 
place, with registrations of 7,986 
through April, compared to 3,201 
in the same period last year. 


e The Hillman, product of Rootes 
Motors, has taken over fourth 
place, with January-through- 
April registrations of 4,724. The 
British car had registrations of 
11,124 in 1957. 


e Simca, a French make with 
registrations of 5,764 in 1957, has 
leaped into fifth place, with reg- 
istrations of 4,299 in the first four 
months of 1958. Ford Motor Co. 
has a strong minority interest in 
Simca. 


e Coming up fast is the Italian 
Fiat. In April Fiat was the fifth 
best-selling import, with registra- 
tions of 1,497, outselling Imperial 
and Packard. Fiat’s total 1957 
registrations were 5,244, a figure 
that has already been exceeded 
this year. 


= Foreign car advertising has 
been stepped up, but it is still 


dwarfed by the outlays from De- 


- - me ee, maar tian om meee 


VOLKSWAGEN 


troit. There is not a $1,000,000 ad- 
vertiser in the entire foreign car 
field. 

Automotive circles have hinted, 
however, that the foreign makes 
are getting increased advertising 
support from dealers. One of the 
ironic features of the “You auto 
buy” advertising sections in New 
York dailies was the heavy linage 
from dealers handling imports. 

The biggest ad budget in the 
foreign car field is maintained by 
Renault, which may spend as 
much as_ $750,000 this year, 
through Needham, Louis & Bror- 
by. 

Volkswagen of America Inc., 
which recently appointed J. M. 
Mathes Inc. as its first agency, 
blossomed out with its first con- 
sumer advertising this week—a 
junior spread in The Saturday 
Evening Post for its light truck 
and station wagon line. 


@ Volkswagen also is using 25 
business publications to promote 
its trucks. 

Scott Stewart, who is in charge 
of VW advertising, told ApvErTIs- 
ING AGE today that the company 
hopes the success of the beetle-| 
shaped car will rub off on the) 
trucks. 

He said that for the moment no 
further advertising is planned in 
consumer books. Noting the boom- 
ing sales, achieved with little or 
no advertising, he laughed and} 
said, “It doesn’t pay to adver-| 
tise.” # 


Skidmore Heads RR Group 
Howard Skidmore, director of 
public relations of the Chesapeake 
& Ohio Railway, Cleveland, was 
elected president of the Railroad 
Public Relations Assn. at its an- 
nual meeting in White Sulphur 


Springs, W. Va., last week. Other 


officers elected are James A. 
Schultz, Long Island Railroad, vp- 
eastern region; W. J. Whitsett, 
Louisville & Nashville Railroad, 
vp-southern region; Edwin C. 
Schafer, Union Pacific Railroad, 
vp-western region, and Harold H. 
Baetjer, Assn. of American Rail- 
roads, secretary-treasurer. 


Canada Dairy Men Set Drive 
Canadian dairy processors are 
running an extensive ad and 
sales campaign this month in an 
effort to boost Canadian consump- 
tion of a record-breaking 17 billion 
lbs. of milk expected to be pro- 
duced this year. The National 
Dairy Council says the campaign 
will be the biggest ever under- 
taken. More than $5,000,000 a year 
is being spent by the industry in 
advertising, mostly in newspapers. 


Ricketts Joins Weir 

C. E. Ricketts, formerly secre- 
tary and director of advertising 
and sales promotion at Lemert 
Engineering Co., Plymouth, Ind., 
has jeined Weir Advertising, Los 
Angeles, as an account executive 


Unusual Artwork Is 
Used in Print Push 
for House of Lords 


(Continued from Page 2) 
manager, which will enable the 
ads to be varied in different mag- 
azines, in almost any basic color 
desired. The copy, tailored to the 
personality of the individual giv- 
ing the testimonial, was written 
by W. K. Dingledine, vp of the 
agency. 


s Lester A. Roden, vp and adver- 
tising manager of W. A. Taylor & 
Co., said the current campaign for 
House of Lords will run about 


$200,000 for the remainder of this) 


year. He plans extensive mer- 
chandising of the campaign: Spe- 
cial mailings of the first ads are 
being sent to distributors and 
dealers; point of sale material will 
be sent out to dealers and tav- 
erns; special glasses will be dis- 


87 


tributed to a selected list. 

In addition, Capital Airlines is 
serving a Viscount cocktail, an 
airborne martini made with 
House of Lords. The stewardess 
serves the gin on the rocks and 
offers vermouth to individual 
taste with an atomizer. This is 
part of the promotion that the 
Taylor company is encouraging to 
emphasize that Booth’s House of 
Lords gin on the rocks needs no 
additive. + 


} 


‘Newsweek’ Names Two 
James G. Miller, formerly of 
Newsweek’s Cleveland office, has 
| been promoted to advertising man- 
ager of the magazine’s San Fran- 
cisco office. He succeeds Nick 
Loundagin. Newsweek also has 
named John F. Whedon Jr., for- 
merly sales promotion manager of 
'Butler Mfg. Co., Houston, to its 
|New York sales staff, effective July 
1. Mr. Whedon previously was with 
Newsweek from 1950 to 1954. 


You could 
probably even 
sell a USED 
TENNIS RACKET 
in the Ad Age 
Classified Section! 


... for The Advertising Market Place is sort of 
a one-big-family meeting place where almost 
150,000 marketing men get together each 
Monday to hire, buy and sell. They are alert 


to unusual situations. 


Surprising results are 


scored by these low-cost ads. Try it. 


Display Classified Rates: take 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


card rate of $17.75 per column inch, 


and card discounts, size and frequency apply. 


1 am enclosing $ 


1 State 


Clip and mail 
this form to: 


Chicago, 


and copywriter. 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 


4041 Marlton Avenue 


Illinois Los Angeles, Calif. 
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Grocers Will Cut ‘Fringe’ Ads, Keep 
Regular Ads the Same, Crawford Says 


(Continued from Page 1) 
merchandising job at all levels, 
and we must improve our com- 
munications facilities so that we 
can have a better understanding 
of what we are all doing.” 


s Charles A. Rovetta, dean of the 
school of business, Florida State 
University, one of the closing 
speakers, said he knew of a $1 
billion corporation which by 1970 
expected to do 70% of its volume 
in products that have not yet been 
developed. 

This was in contrast with some 
convention-goers, who decried the 
flood of new products into their 
already bursting quarters. “You 
can’t let these manufacturers clut- 
ter up your shelves,” said one. 

James P. Delafield, vp, General 
Foods Corp., pointed to four scien- 
tific fields which will greatly in- 
fluence the foods of tomorrow: 
Irradiation, dehydrated freezing, 
ultrasonics and antibiotics. He also 
outlined four criteria GF uses in 
considering new packages: 


1. Ease of product identity. 
2. Complete product protection. 


3. Convenience of function and 
performance. 


4. Ease of price marking, stack- 
ing and handling. 


® J. R. Dahl of the Arrow Market, 
Los Angeles, told the delegates 
that weekly direct mail advertising 
has been especially successful for 
his company. His promotions are 
one-third price and two-thirds in- 
stitutional and his mailing pieces 
feature a short, punchy news and 
humor column written by a hired 
professional writer. 

On the frozen food front, one 
grocer told national advertisers to 
quit their “blue sky” approach. 

Donald Goldman, of Goldmark 
Supermarkets, Bayside, pointed 
out that “cats and dogs”—prod- 
ucts on which the turnover is very 
slow—have returned to the frozen 


Senate Unit Sets 
Probe of Trendex, 
ARB, Pulse, Nielsen 


(Continued from Page 1) 
regarding the accuracy of oper- 
ating procedures used by some 
rating services. 

Sen. Warren Magnuson (D., 
Wash.), the committee chairman, 
said only that the hearing was 
called because there have been 
complaints. He said, “These have 
given rise to certain questions as 
to the possible effect of such rat- 
ings upon the programs being 
furnished to the public.” 

A special analysis of the infor- 
mation previously submitted to 
the committee by the rating serv- 
ices has been prepared by the 
Library of Congress. This infor- 
mation has not been released to 
the public. 

No indication was given of the 
amount of time the committee 
will spend on the hearing. The 
committee’s release said only that 
hearings are to start June 26, and 
that the companies which will ap- 
pear include American Research 
Bureau, Trendex, Pulse and A. C. 
Nielsen Co. Committee personnel 
indicated the rating services are 
appearing voluntarily and that no 
subpoenas have been issued. 

In the course of committee 
hearings on tv problems, there 
have been frequent references to 
the influence of the rating services 
in the selections of programs. Sen. 
A. S. (Mike) Monroney (D., 
Okla.) has signified particular in- 
terest in receiving testimony from 
the rating services. + 


food field and need to be elimina- 
ted from the business. 

“The time has come for the 
manufacturer and the advertising 
agency to learn not only how to 
sell the retailer but also how to 
merchandise, promote and adver- 
tise, retailer-wise. We have been 
left holding the bag too often by 
the ‘blue sky’ advertising of manu- 
facturers and their agencies.” 


= The general optimism of the 
Nargus members could be reflected 
in the remarks of one midwest 
grocer who commented: “This is 
the best recession I’ve ever had.” 

Rising food costs must be at- 
tributed to increasing demands by 
shoppers for built-in convenience 
in the package, as well as infla- 
tionary pressures, it was pointed 
out. 

Among the more than 150 ex- 
hibits at the convention one of the 
outstanding attractions was a 
checkout counter that automati- 
cally bagged the purchases, there- 
by speeding up the checkout and 
eliminating an extra helper at the 
counter. 

The convention elected Roy 
Cowperthwaite of Bushnell, II1., 
to succeed Mr. Crawford as presi- 
dent. Scott Detrick, Louisville, 
succeeded Mr. Cowperthwaite as 
vp and F. N. McCowan, Moscow, 
Ida., moved into Mr. Detrick’s 
post as treasurer. + 


Used Beer Bottles 
Started Pepsi on 
Its Home Selling 


(Continued from Page 1) 
ment for a bottler. So we looked 
around for second-hand bottles, 
which are always available at a 
local bottle exchange. 

“But there were not enough 
8 oz. bottles, or 10 oz. bottles, to 
meet our needs. The only thing 
available in abundance was sec- 
ond-hand beer bottles, and they 
were all 12 oz. bottles. So Pepsi 
became a 12 oz. drink. 


e“As a matter of fact,” Mr. 
Mitchell recalled, “those second- 
hand beer bottles with pasted-on 
labels saved the day for us. We 
pointed out to bottlers who said 
they couldn’t afford bottles that 
these second-hand bottles cost %¢ 
each, whereas they could get 2¢ 
deposit on them from retailers— 
so in effect the retailers financed 
the bottle purchases by bottlers.” 
Mr. Mitchell also related how 
Pepsi went heavily into skywrit- 
ing during the depression, when 
Mr. Mitchell entered into a nation- 
al contract calling for up to 10,000 
skywritings—and got them for the 
ridiculous price of $40 each. 


= In the same way, he said, the 
famous “Pepsi-Cola Hits the 
Spot” radio jingle was bought 
from stations which were told to 
run it in every 15-second period 
they could “steal” from program 
sponsors—at a fabulously low rate. 

“There was a period,” he said, 
“when I would have defied any- 
one to turn on his radio without 
hearing a Pepsi spot—and within 
a year we were selling as much 
syrup (even though it amounted 
to only half as many bottles) as 
Coke.” # 


Sterling Drug Names Two 
Sterling Drug Co., New York, 
has appointed A. J. Burns, a vp, 
director of production, distribu- 
tion and new product develop- 
ment of the national brands di- 
vision. John Edward Grimm III, 
also a vp, was named director of 


sales at the same time. 


Rosenberger Coleman 


Clampitt 


J. H. COLEMAN, manager of advertising and sales promotion, Pitts- 
burgh Corning Corp., receives congratulations on winning National 
Industrial Advertisers Assn.’s BestSeller award, which honored 
Pittsburgh Corning’s glass block advertising campaign as the best 
industrial campaign of 1957. Congratulating Mr. Coleman are R. 


Forrest Rosenberger, Ketchum, 


Corning’s agency; John Clampitt, 


MacLeod & Grove, Pittsburgh, 
Marsteller, Rickard, Gebhardt & 


Reed, NIAA awards committee chairman, and Pittsburgh Corning’s 
general sales manager, R. E. Buckley. The award is an original 
bronze sculpture by Rene Shapshak. 


Osgood 


Crelley 


Miranda 


PLANNERS—Talking over future plans for the National Industrial 

Advertisers Assn. at the association’s 36th annual conference in St. 

Louis are Steve Osgood, U. S. Steel; NIAA vice-chairman W. D. 

Crelley, OQwens-Corning Fiberglas, and NIAA’s new chairman, M. S. 
Miranda, Dresser Industries. 


Court Weighs 
Colgate-Carter 
Lather Dispute 


(Continued from Page 1) 
ture is physically and chemically 
different from the mixture whose 
manufacture was enjoined by the 
court. Carter contended that ac- 
cording to the doctrines of equiv- 
alence and prior art, Colgate was 
still violating the original patent. 

Carter had amended an early 
claim before the Patent Office, 
which involved hydrocarbon pro- 


pellants, for one involving creon| 


gas propellants. Therefore, attor- 
neys for Colgate argued, Carter 
had given up all rights to its 
original claim, and Colgate’s use 
of the isobutane and propane hy- 
drocarbons did not violate any 
patent. 


® Carter attorneys denied aban- 
doning the earlier claim. They con- 
tended that there is no clear dis- 
tinction between hydrocarbons and 
creons, and that their later claim 
was merely a broader and more 
patentable one which included the 
earlier one. 

Carter markets its product under 
the Rise brand. The company has 
sold rights under this patent to 
other manufacturers, although Col- 
gate has not purchased rights to 
Carter’s Spitzer-Reich-Fine patent. 

Colgate argued that other pat- 
ents not owned by Carter, such as 
the Boe patent, the Getz patent and 
the Rotheim patent, which cover 


many types of aerosol sprays, took 
prior art and equivalence rights 
away from Carter. 


= Opposing Carter’s claim for 
double or treble damages, Colgate 
pointed out that following the 1955 
injunction, when the company al- 
ready had manufactured some 
4,500,000 cans, it removed from the 
market all but 1,600,000 which 
were already sold. Colgate also 
argued that following the injunc- 
tion it searched for and found a 
new product to sell under the com- 
pany’s old Rapid Shave trade- 
mark. # 


Pontiac Signs Borge TV Pact 

The Pontiac division of General 
Motors Corp. has signed a three- 
year contract with pianist, come- 
dian and entertainer Victor Borge, 
calling for one special television 
show a year. 

Frank V. Bridge, Pontiac gen- 
eral sales manager, said the first 
Borge show scheduled for No- 
vember will be one of a series of 
Pontiac-sponsored special shows 
which will feature outstanding 
entertainment personalities. Mr. 
Bridge said the Pontiac-Borge 
contract “was the result of the 
extremely successful job Borge 
did for us with his ‘Comedy and 
Music’ show over CBS-TV Feb. 
19.” He added that Pontiac deal- 
ers were particularly enthusiastic 
about Borge. 


Wohl Names Hockaday 

L. Wohl & Co., New York, maker 
of children’s dresses, has appoint- 
ed Hockaday Associates, New York, 
to handle its national and trade ad- 
vertising. Grant Advertising pre- 
viously had the account. 


NAB Sidesteps 
ANA Beef on 
Triple Spotting 


(Continued from Page 1) 


clear language to which the board 
referred is this paragraph in the 
code: “More than two back-to- 
back announcements plus the con- 
ventional sponsored 10-second sta- 
tion ID are not acceptable between 
programs or within the framework 
of a single program. Announce- 
ments scheduled between programs 
shall not interrupt a preceding or 
following program.” 

There are only 30 seconds of 
available spot time between net- 
work programs and advertisers 
who complain about the over- 
crowding of the spot lanes say 
some stations do “clip away at 
the opening or closing of pro- 
grams” to work in some extra spot 
revenue. 


s ANA had no official reaction to 
NAB’s lack of action on its pro- 
posal for curbing what many 
sponsors consider to be one of tv’s 
biggest headaches. Big show spon- 
sors complain that their tv adver- 
tising is being watered down by 
the jamming of spots between 
their expensive shows. The ANA 
is not expected to drop this issue, 
though it prefers not to fight it 
out in public with NAB. 

Informed of the NAB code 
board’s decision against code re- 
vision, George Abrams, Revlon vp 
and chairman of the ANA’s radio- 
tv service committee, said: “All 
right, so the NAB says its code 
already prohibits triple spotting. 
We say, what are they going to do 
about it?” 


= Mr. Abrams again called atten- 
tion to the Denver situation, where 
some advertisers have pulled out 
their spot business because of al- 
leged triple spotting abuses. (Edi- 
tor’s Note: All the Denver stations 
except KTVR, which does not sub- 
scribe, are subscribers to the code 
in good standing.) 

Mr. Abrams said advertisers can 
document their multiple spotting 
charges. He argued that it is up to 
telecasters to rectify this situation 
just as they would clean up the 
content of a show if they found 
it not up to their programming 
standards. 


= The NAB, for its part, said it 
had received no documentation 
from the ANA to back up the 
triple spotting complaints. 

There was some indication that 
the NAB might be ready to adopt 
a get tough policy with code viola- 
tors a few months ago when sus- 
pension proceedings were started 
against seven stations which alleg- 
edly were not living up to the 
code. A suspended station would 
lose the right to display the code 
emblem, 

This week NAB refused to com- 
ment on the crackdown against 
code violators. It would not even 
say whether the suspension pro- 
ceedings, announced at the NAB 
convention this spring, are in 
progress against any or all of the 
suspect stations. Their cases were 
to have come up for review at the 
June 10 code board meeting, but 
NAB officials would not say 
whether they did or not. # 


APR Elects Stark 


The Assn, of Publishers Repre- 
sentatives has elected Robert 


Stark, Wilson & Stark, New 
York, president, Others elected 
include William H. Tindall, of 
New York and Philadelphia, vp; 
Paul Gilbert, New York, secretary, 


and William K. Ladd, Howland & 
Howland, treasurer. 
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NBC Folds Buffalo 
UHF Outlet, Cites 
$1,000,000 Loss 


BuFFaLo, June 11—National 
Broadcasting Co. will close WBUF, 
its tv station in Buffalo, Sept. 30. 

The uhf station, operating on 
Channel 17, will close its doors aft- 
er less than two years of operation. 
The facilities will be offered for 
sale. NBC officials in New York 
would not be quoted, but they said 
the $1,500,000 color-equipped sta- 
tion has been losing money since 
it began telecasting. The estimated 
operation loss is $1,000,000. 

Although it has achieved 80% or 
more conversion of tv sets in the 
Buffalo market, the uhf station 
could not compete with the two 
vhf stations here. 


= “We couldn’t get a foothold in 
the market in Buffalo,” one official 
said. “While our conversions were 
going up, our total share of au- 
dience was going down. We had 
less than 20% of viewers despite 
our high ratings throughout the 
rest of the country. Uhf just can’t 
compete in a vhf market.” 

NBC said a five-year projected 
survey indicated it could not hope 
to compete successfully in western 
New York with a third vhf sta- 
tion, Channel 7, expected in the 
market soon. 

WGR-TV, the Transcontinent 
Television Corp. vhf station here, 
has reached agreement with NBC 
to carry NBC-TV programs along 
with programs from ABC-TV be- 
ginning October 1. 


s A Transcontinent official said 
that Radio Station WGR, the out- 
let for the ABC radio network 
here, has no plans to take on the 
NBC radio network. The present 
outlet is WKBW, but it already has 
been announced that this affilia- 
tion will be terminated on July 4. 
David Adams, NBC exec vp, said 
the Buffalo pullout does not mean 


~ that his company has given up on 


uhf. He said the network, which 
has about 30 high-band affiliates 
and owns one other uhf station, 
WNBC, New Britain, Conn., still 
believes uhf can be operated suc- 
cessfully in markets where it pre- 
dominates. + 


Black, Little Open 
Agency in Newark 


NewakkK, June 13—Two gradu- 
ates of Reach, McClinton & Co., 
Harold H. Black and James S. Lit- 
tle, have formed a new agency 
called Black, Little & Co. at 744 
Broad St. here. They are opening 
with two accounts, the identities of 
which will be disclosed shortly. 
Neither is now with Reach, Mc- 
Clinton. 

Mr. Black, president of the new 


Harold Black James Little 


agency, resigned recently from 
Reach, McClinton, where he had 
been senior vp, account supervisor 
and manager of the New York of- 
fice. 

Mr. Little resigned from Charles 
Dallas Reach Co. (which became, 
in turn, Reach, Yates & Mattoon 
and then Reach, McClinton) in 
1952 after serving as a senior ac- 
count executive and New York 
manager. 

Later he joined Al Paul Lefton 
Co., Cecil & Presbrey and Cunn- 
ingham & Walsh. + 


Last Minute News Flashes 


Buick Reportedly Cuts Dailies in ‘Radical’ Move 


Detroit, June 13—Buick Motor division of General Motors, which 


like other car makers has cut back its advertising appropriation, 7} 


is reported to be considering some “radical approaches” to media 


buying, proposed by McCann-Erickson. One report said that Buick,| — 
traditionally heavy in newspapers ($11,166,000 in 1956), was cutting | } 
its list from 1,700 newspapers to papers in 136 markets (perhaps! | ~ 


400 newspapers). Buick has spent the bulk of its media money in 
the past in newspapers, magazines and network tv. 


Humphreys Returns to Kastor, Farrell After Year 

New York, June 13—Humphreys Medicine Co. has reappointed Kas- 
tor, Farrell, Chesley & Clifford to handle its line of proprietaries. 
The account was with Kastor, Farrell, Chesley & Clifford from 
1953 to 1957 and returns after one year with Douglas Lee Wood 
Advertising. 


FCC to Weigh Pay TV After Congress Adjourns 


WASHINGTON, June 13—FCC Chairman John Doerfer warned today 
that resolutions by the House and Senate commerce committees won't 
prevent FCC from considering pay tv applications after Congress 
adjourns. In a letter to Rep. Oren Harris (D., Ark.), chairman of the 
House commerce committee and spearhead of anti-pay tv pressure, 
he said the commission has authority and obligation to reach a decision. 


Gulton Shifts to Marsteller from Conti 


METUCHEN, N. J., June 13—Gulton Industries, manufacturer of elec- 
tronic and electric mechanical instruments and related products, has 
moved its account from Conti Advertising Agency, Ridgewood, N. J., 
to Marsteller, Rickard, Gebhardt & Reed, New York. 


Reinhold Ad Execs Leave, May Establish Paper 


New York, June 13—Edward J. Fregan and David B. Hagenbuch, 
advertising managers respectively of Automatic Control and Progres- 
sive Architecture, Reinhold Publishing Corp. papers, have resigned, 
reportedly to start a new building products publication of interest to 
architects. Philip Hubbard, Reinhold president, declined immediate 
comment; he said he would make a statement next week. 


Stone Container Names F&S&R;: Other Late News 


e Fuller & Smith & Ross, Chicago, has been appointed to handle ad- 
vertising, sales promotion and merchandising activities for Stone 
Container Corp., effective immediately. While billings figures were 
not disclosed, plans are for an “expanded” ad budget. The former 
agency is Irving J. Rosenbloom & Associates, Chicago. 


e Northrop Aircraft, Beverly Hills, Cal., is making a “routine re- 
evaluation” of its agency services and is talking to a number of 
agencies. Among the agencies reportedly involved are McCann- 
Erickson; Erwin Wasey, Ruthrauff & Ryan; Stromberger, LaVene, 
McKenzie and West-Marquis, which now handles Northrop. The 
company said it has not yet asked for or heard any presentations. 


e Sweetheart Soap has scheduled a consumer contest in which it 
offers to pay all debts of the winner (up to $25,000). The promotion 
will break with ads in August issues of Life, Look, Parade and This 
Week Magazine. Contestants in the recession-inspired contest must 
complete the sentence: “I want Sweetheart Soap to pay my debts 
because .. .” Edward H. Weiss & Co., Chicago, is the agency. 


e Campbell-Ewald Co., Detroit, has shifted four key men. Alfred J. 
(Pete) Miranda III has advanced from tv production supervisor to New 
York manager of the agency’s tv-radio department, replacing Arthur 
R. Ross, who has resigned. Other shifts announced by Philip L. 
McHugh, tv-radio vp, are: James O. Beavers, from Hollywood to 
Detroit as tv-radio account exec for Chevrolet; Jere B. Chamberlin, 
from Detroit to Hollywood as tv producer, and Thomas E. Armstrong, 
from tv-radio account exec on Chevrolet to tv-radio account exec 
on Kroger Co. in Detroit. 


e Rudy Behlmer, senior director of Grant Advertising’s Hollywood 
tv-radio department, has been named director of tv-radio for Grant’s 
New York office. Mr. Behlmer replaces William Patterson, who re- 
signed. No West Coast replacement for Mr. Behlmer will be announced 
until next fall. 


e Industrial Supplier & Distributor News, new publication of Ames 
Publishing Co., Philadelphia, will bow in January, 1959. Leonard 
M. Wasserbly, editor of Industrial Maintenance & Plant Operation, 
the company’s other publication, will be editor and publisher of the 
new monthly. 


e William LaCava has been named vp in charge of television com- 
mercials at Cunningham & Walsh, New York. Mr. LaCava has been 
in charge of tv commercials production, art and general service since 
coming to C&W last year from Compton Advertising. 


e Robert A. Rosen, formerly president of Cosmopolitan Advertising 
Co., has joined Zenith Radio Corp. of New York, as advertising and 
sales promotion manager. 


e Bernhardt Denmark has been promoted from marketing manager of 
the International Latex Corp. to vp in charge of family products divi- 
sion marketing, a new post. 


e Richard Davidson has been promoted from vp of western sales to vp 
in charge of advertising of Progressive Grocer, effective July 1. 


e American Federation of Television & Radio Artists, New York, 
has rejected the Screen Actors Guild proposal that George Meany, 
AFL-CIO president, be asked to arbitrate the unions’ jurisdictional 
dispute over video tape commercials (AA, June 9). AFTRA, which 
has often suggested a merger with SAG, said it will go ahead with 
the National Labor Relations Board proceedings for an election to 
select a bargaining agent for performers in the disputed area. 


e Lester J. Blumenthal, formerly advertising manager for Lanvin 
Parfums Inc., New York, is joining Dowd, Redfield & Johnstone, 
New York. Broadcast advertising for Lanvin perfumes recently 
switched from North Advertising, Chicago, to Dowd, Redfield (AA, 
June 2), but it was indicated that Mr. Blumenthal was not instru- 
mental in transferring the account nor will he work on it. 


47" 
WEST mes 


ART SHOW—New York Subways Ad- 
vertising Co. and the Greenwich 
Village Assn. have joined forces to 
display famous art reproductions 
for subway riders who, the groups 
say, spend an average of 6.1 min- 
utes a trip waiting for trains. 


Southern Pacific's 
Tredway Retires 
After 37 Years 


San FRANCIscO, June 10—Fred Q. 
Tredway, who has guided Southern 
Pacific Co. advertising for 28 years 
and who for the past three years 
has had jurisdiction over both ad- 
vertising and pr, 
has retired after 
37 years with the 
railroad. 

Mr. Tredway 
joined SP in 1921 
and in 1928 was 
made assistant 
general advertis- 
ing manager. In 
1930 he was 
named general ad 
manager and in 
1955 he was ap- 
pointed assistant to the vp, sys- 
tem passenger traffic. 

Since taking over the railroad’s 
advertising, Mr. Tredway super- 
vised the spending of more than 
$30,000,000 for advertising, much 
of it being directed to the promo- 
tion of tourist travel to the West 
and the Southwest. 


Fred Tredway 


= Among his promotions for the 
railroad were Dollar Day sales dur- 
ing the big depression which 
brought in $4,000,000 in revenue; 
his advice to motorists—“Next time 
try the train’—which was con- 
sistently advertised for 20 years; 
and his running battle with the 
airlines in the matter of ethical 
advertising, highlighted by a hu- 
morous booklet, “Why Don’t Trains 
Fly?” (AA, Feb. 21, 1949). 

The ad, “A short course in rail- 
roading for airline executives,” 
which he wrote, is included in 
Julian Watkins’ book, “The 100 
Greatest Advertisements.” 

There will be no successor to Mr. 
Tredway. A. L. Kohn continues as 
advertising manager and J. G. Shea 
as pr director. + 


Academy Elects Ackerman 

Harry Ackerman, vp in charge 
of production for Screen Gems 
in Hollywood, has been elected 
president of the National Academy 
of Television Arts & Sciences. 
Other officers are Robert Lewine, 
vp in charge of NBC-TV network 
programs, New York, ist vp; 
Sheldon Leonard, television pro- 
ducer, Hollywood, 2nd vp; Walter 
Conkrite, CBS news analyst, New 
York, secretary, and Loren Ryder, 
Ryder Sound Studios, Hollywood, 
treasurer. 


Katov Names Deerfield: Adds 1 

Eddie Deerfield has been ap- 
pointed head of the new tv and 
radio department of Oscar Katov 
& Co., Chicago. Mr. Deerfield was 
formerly a writer-director in the 
news and special features depart- 
ments of WGN-TV, Chicago. Katov 
has been named to handle adver- 
tising and public relations for 
Down Beat, Chicago. 


1|No One Admits to 


Deleting Weaver 
Remarks on TV 


New York, June 12—Sylvester 
L. Weaver Jr., who was once 


~| praised by the late Fred Allen for 
~|his ability to handle broadcast 


censors, apparently doesn’t know 
how to manage them for himself. 

Mr. Weaver, who has a propensi- 
ty for making headlines, was in 
the news this week as a result of 
last Sunday night’s ABC-TV tele- 
cast in which approximately 90 
seconds of his interview with Mike 
Wallace were deleted. 

To make the situation even more 
ironical, part of the fading came 
right after Mr. Weaver had de- 
fended the networks for having 
permitted open discussion of con- 
troversial issues on the air. In this 
instance, he was shown talking, 
but no sound came over the air. 

A “please stand by” card was 
inserted to mark the first deletion 
on this taped show. The Fund for 
the Republic, which is helping to 
underwrite Mr. Wallace’s pro- 
gram, protested the deletions. 


® Nobody would say officially 
what had been edited out of Mr. 
Weaver’s remarks, but one seg- 
ment reportedly referred to net- 
work sales policies and another to 
network censors. 

By mid-week a sharp difference 
of opinion had developed as to who 
was responsible for Mr. Weaver’s 
being “censored.” Most of the 
people who saw the program as- 
sumed that the interference was 
due to mechanical failure; ABC 
at first told reporters the program 
had been edited on the advice of 
the legal department, which con- 
sidered it libelous. 

Later ABC President Oliver 
Treyz disputed this and said the 
decision to fade some of Mr. Wea- 
ver’s answers was made by Mike 
Wallace’s company, Newsmaker 
Productions. Mr. Wallace in turn 
denied this and said it was the 
ABC lawyers, reinforced by in- 
surance company lawyers, who 
insisted changes were necessary 
before the show went on the air. 


= Meanwhile, Mr. Weaver, for- 
mer head of NBC, was saying 
nothing for publication. He re- 
portedly knew about the editing 
of the show before it went on the 
air; this would seem to mean that 
he did not object to the revisions. 
The deleted remarks did not show 
up in the pre-telecast transcripts 
sent to the press. 

Aside from the question of who 
decided to edit the ex-telecaster- 
turned-consultant-producer, Tv 
Row also was wondering why the 
cutting was done in such an awk- 
ward fashion—if it had to be done. 
Why not a smooth editing job that 
nobody would have been aware of, 
or complete reliance on “please 
stand by” cards, that would have 
looked like nothing more than 
technical difficulties? 

There is some difference of 
opinion about the editability of 
tape, but the “live” stand-by cards 
presumably could have been in- 
serted for the desired length of 
time. One hint as to the answer to 
this puzzler may have come from 
Mr. Wallace when he told Apver- 
TISING AGE that he made no at- 
tempt to conceal the deletions from 
the public. + 


Burlingame-Grossman Adds 2 

Burlingame-Grossman Advertis- 
ing, Chicago, has been appointed 
to handle advertising for Elcar 
Mobile Homes, Bourbon, Ind., and 
Stanford Engineering Co., Salem, 
Ill., maker of web guides, constant 


tension controls and rewinding 
equipment. 
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Tax Solomons Hit 


Snag on Allowing 


Partial Deduction of Political Ads — 


(Continued from Page 2) 
the advertisement was a com- 
pletely proper business expense. 


s “The advertisement in question 
was inserted by our regular ad- 
vertising agency in newspapers 
we have used over the years in 
our continuing promotion pro- 
gram to secure more national ad- 
vertising for our newspapers,” 
Mr. Silha wrote. 

“We have on quite a few occa- 
sions used editorial-type or reader 
copy on subjects of current inter- 
est in this promotion program.” 

After reading the letter to the 
Senate, Sen. Gore commented, “I 
fail to understand on what basis 
the internal revenue service could 
determine that one half of this 
expenditure is deductible as an 
ordinary business expense, while 


WHEELING 
371m TV 
MARKET 


"Television Magazine 8/1/57 


One Station Sells Big 
Booming Ohio Valley 


NO. 5 IN A SERIES 
TOBACCO 


“For 22 years I have been helping 
protect the quality in Bloch Brothers 
tobacco products. So I am real con- 
scious of quality in everything. In 
TV-viewing, for example, our favorite 
station is WTRF-TV.” 


Mail Pouch and Kentucky Club 
are two of the nationally fa- 
mous buy-words which help 
contribute to the super market 
value of the WTRF-TV area. 
These and other quality to- 
bacco products are manufac- 
tured by The Bloch Brothers 
Tobacco Co. of Wheeling, W. 
Va. . . . with 500 employees 
influenced by the program- 
ming of WTRF-TV ... in an 
area of 425,196 TV homes, 
where 2 million people spend 
2% billion dollars annually. 


For complete merchandising service and 


availabilities, call Bob Ferguson, VP 
and General Mgr., at CEdar 2-7777. 


Wheeling 7, West KER 


the other half is not. 
“To me, it appears unusual that | 
a given expenditure could be clas- | 
sified one half business and one | 
half political. | 
“Yet the Department of Justice 
takes the position that it cannot 
or will not prosecute the corpora-| 
tion in this case, when there is a| 
prima facie violation of statutory | 
law. The Department of the 
Treasury has held that one half of 
the cost of the advertisements was 
not an ordinary business ex- 
pense.” 


® In a subsequent letter to the 
Treasury, Sen. Gore submitted a) 
copy of the letter from Mr. Silha 
in which Mr. Silha said, “In your | 
forthcoming report on this matter, 
I would appreciate your advising 
me upon what basis one half of) 
the expenditure is to be allowable 
business expense, while the other 
one half was not so allowed. 

“It would appear to me that an 
expenditure for a single adver- 
tisement would be determined to 
be either deductible or not deduc- 
tible upon consideration of the) 
nature of the disbursement and. 
the purposes for which it was 
made.” 

The senator said he would feel 
exactly the same way regardless 
of which political party the cor- 
poration was supporting. + 


Matson Names King, Landry 
Richard H. King, formerly with 

Pacific Far East Line, has been 

named director of advertising and 


sales of Matson Navigation Co., 


vertising for Matson hotels and 
terminals as well as ship service. 


Cole Co., Sidney Garfield & Associ- 
ates and Daly & Richardson, San 
Francisco agencies, has _ been 
named passenger sales representa- 
tive for Matson. She is the first 
woman to hold this position in the 
company’s 75-year history. 


Pugh Adds Magazine 

M. D. Pugh & Associates, Los 
Angeles, has been named West 
Coast representative of New Mex- 
ico Farm & Ranch, Las Cruces. 


San Francisco. He will direct ad- | 


Joan Landry, previously with L. C. | 


et ee 


eu Ree a Re 


cma 


Go-Fe 


? 


sd 
SONS PES 5 RET 8 


WINNERS—Theodore Ziesmer, art director of VanSant, Dugdale & 

Co., and William Hunter, art director, and Lloyd Baker, artist, W. B. 

Doner & Co., won awards for these entries—Black & Decker Mfg. 

Co. and National Brewing Co., respectively—in the Baltimore Art 
Directors Club eighth annual competition. 


Local Merchandising Skills Helped 
Compton Nail Down Hotpoint Account 


(Continued from Page 2) 
signed it with two thoughts in 
mind: Get the best agency avail- 
able, and be fair to everyone. 

The tiret 
thing I did was 
draw up a time 
table,” Mr. Utt 
said, “and on 
Feb. 28 we an- 
nounced that in 
three months we 
would select a 
single agency to 
handle our ad- 
vertising.” 

He made use 
of information 
from trade publications, the Assn. 
of National Advertisers and GE to 
design the selection plan. G. A. 
Bradford, Hotpoint’s consultant 
on marketing services from GE, 


A. M. Utt 


National Rep., George P. Hollingbery Company — 


wirf- tw 


YOU ARE NOT RECEIVING YOUR 


“God save the mark!’ 


—SHAKESPEARE, Henry IV 


——_~se- J <co--—_— 


THE MARK OF LAURENCE HAS BEEN WORK OF THE MOST 
EXACTING DETAIL AND QUALITY FOR MORE THAN 25 YEARS. IF 


FREE COPIES OF “LAURENCE’S 


GUIDE FOR PHOTOENGRAVING BUYERS,” WRITE OR PHONE 


TODAY. LAURENCE INC., fine Photo Engravers, 547 SOUTH 
CLARK STREET. WAbash 2-6284. 


316,000 watts J BC network color f 


a 


sat in on many of the selection 
conferences. 

Some 23 agencies made prelim- 
inary bids for the account. None 
had conflicting business, and al- 
though a few did not meet Mr. 
Utt’s prerequisite on minimum 
billings (about $20,000,000), the 
ad manager compiled information 
on all 23 and submitted brief re- 
ports to Hotpoint management. 
The reports were studied between 
April 5 and 15, and the candidates 
were cut down to 12, then 10, and 
finally, 8. 

(From trade sources, AA 
learned that the eight were Max- 
on; Needham, Louis & Brorby; 
J. R. Pershall; Compton; N. W. 
Ayer & Son; Erwin Wasey, Ruth- 
rauff & Ryan; Tatham-Laird and 
Keyes, Madden & Jones. The 
present agencies, Maxon, NL&B 
and Pershall, were automatically 
given finalist positions. It was 
understood Pershall sought to keep 
its trade advertising portion, rath- 
er than seek the whole account.) 


= “During the last week in April 
and the first week in May, the 
eight agencies were invited to our 
offices for talks with top execu- 
tives,” Mr. Utt explained. “We told 
them our philosophy of business, 
our goals and our marketing set- 
up. They were invited to make 
use of our facilities in preparing 
formal presentations. 

“Presentations were to be based 
on our 1959 washer line, the next 
product coming out, and we gave 
them advance information to help 
them. We haven’t even shown the 
washers to our dealers, but we 
had complete confidence in the 
integrity of the agencies. We 
knew some of them were inter- 
ested in the Frigidaire account, 
too.” (Frigidaire selected Dancer- 
Fitzgerald-Sample early last 
month [AA, May 12]. AA learned 
that Compton and Tatham-Laird 
were also finalists for that ac- 
count.) 


® The company did no further 
evaluating until the presentations 
May 28 and 29 at the Oak Park 
Arms Hotel (“...away from the 
phones and interruptions of the 
office’). Viewing the presenta- 
tions were John F. McDaniel, gen- 
eral manager of sales and distribu- 
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jtion; Lee J. DiAngelo, manager 
|of advertising and merchandising; 
and the three product general 
managers: E. M. Haines (kitchen 
appliances), O. E. Wolf (refriger- 
ation) and R. M. Spang (home 
laundry). 


® To help with the selection, Hot- 
point people used rating sheets to 
put numerical values on different 
facets of the agencies’ operations. 

Indicative of Hotpoint’s plan to 
strengthen its merchandising set- 
up, fully one-fifth of the maxi- 
mum points were for the services 
to distributors which each agency 
was prepared to offer. Local mer- 
chandising and _ research also 
ranked high, and trade advertis- 
ing was weighted equally with 
consumer advertising. The nu- 
merical ratings were not the final 
factors in the selection, Mr. Utt 
pointed out, adding that about 
four agencies rated almost on a 
par. 

Here are some of the points 
about Compton which impressed 
the Hotpoint management, and 
led to its selection: 


e Its plan for distributor service. 


e Experience with local retail 


service for other accounts. 


e Plans for servicing Hotpoint’s 
19 sales districts. 


e The “highly creative approach” 
to the home laundry problems. 


e The agency’s research work 
and facilities. 


= Those who made the Compton 
presentation included R. D. Hol- 
brook, chairman of the board; 
Barton A. Cummings, president; 
Alfred J. Seaman Jr., exec vp and 
creative director; Edward Battey, 
research director; and William 
Nevin, vp in charge of marketing. 

This week Mr. Utt was in New 
York with the agency, settling 
plans on where the account will 
be handled, and starting on the 
introduction of Hotpoint’s 1959 
line. 

Mr. Utt termed the two days of 
presentations “‘very exciting.” 

“We were impressed with the 
creative and business-like manner 
of all the agencies,” he said. 

The decision on Compton was 
made Thursday, June 5. 

“We called all the agencies in- 
volved and told them of our deci- 
sion,” Mr. Utt said. “Many of 
them thanked us then or later for 
the way in which we handled the 
whole process. Some of them 
asked me, for future use, what we 
didn’t like, or what went wrong 
during the presentations. Well, 
there just wasn’t a thing wrong 
with them—they were all. excel- 
lent.” # 


Harris Agency Opens in L.A. 

A new agency, Harris Advertis- 
ing Agency, specializing in the 
Negro and Spanish markets, has 
opened offices at 1752 W. Adams 
Blvd., Los Angeles. Officers of the 
agency are A. Johnathan Harris, 
president; George Scott, exec vp; 
C. R. Primrose, vp in charge of ra- 
dio and tv productions; M. Haw- 
kins, secretary and treasurer; Stan 
Jenkins, media buyer; Harry 
Byrne, copy chief; Orville Mettler, 
art director, and Coleman Meyers, 
accounts supervisor. 


Taplinger Opens Two Branches 

Robert S. Taplinger Associates 
Inc., New York, has opened public 
relations offices in London and 
Paris. These branches will repre- 
sent clients in the U.S. which have 
overseas interests and also will 
service its new European accounts. 


‘Life’ Promotes Brown 


Robert Brown, formerly with the 
New York sales staff of Life, has 
been appointed manager of the 
magazine’s Pittsburgh sales office, 
a new post. 
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New premium service 
for advertisers! 


IN 22 DAYS YOUR FOUR-COLOR ADS 
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ONLY LIFE gives you 


CAN BE SELLING IN. 


Only LIFE gives you four-color ads from plates to page 
in 22 days...a new high in flexibility 


Why can LIFE offer advertisers this unique service? 
Because LIFE editors operate at a unique speed. 
Something important happens anywhere in the world 
... and a few days later you find it clearly, colorfully 
and completely pictured in the pages of LIFE. 


The flexibility of LIFE’s production and the speed 
of LIFE’s presses work to your advantage, too. First 
LIFE initiated the 7-day closing for two-color and 
black-and-white pages. 

Now LIFE cuts four-color closings to 22 days for 
a 10% premium ... giving you more than three extra 


4 


so much 


weeks to plan and time your color ads. Just think of 
the extra flexibility this gives you. 
What’s more, LIFE will now accept a limited number 
of vertical 4 pages in four colors. 
Only LIFE among mass magazines and newspaper 
supplements can offer such services. 

And, as a result, only LIFE can give you such flexi- 
bility in your advertising. No wonder LIFE con- 
sistently ranks first with the nation’s advertisers. 
This is another opportunity to use all the advantages 
of color magazine advertising in your selling. 


lexibility...s0 swiftly, so surely 
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